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WANT-AD SUPREMACY 
IN INDIANAPOLIS 


In March, the INDIANAPOLIS STAR published 
87% more columns of classified advertising than any other 
Indianapolis newspaper. Compared with March, 1906, the 


s better 


Aw 3 classified gain was 314% columns, 
In the same month the display gain was 497 columns, 

he best ° . . 
present making a total gain of 812 columns. This total represents 

a greater gain than was made by any other Indianapolis 
abe | newspaper during the entire twelve months of 1906. 
ome of . . 
and we The actual average circulation of the INDIANAPOLIS 


Star for March, 1907, was 102,711, with a net paid daily 
average of 97,632. ‘This is 22,155 larger than claimed’ by 
any other Indianapolis newspaper. 

Proportionately great gains were made by the Muncie 
ing a and Terre Haute Stars for the same period. The 
T own INDIANAPOLIS, MuncigE and TERRE HAvTE STarRs enter 
practically one-third of the homes of the State of Indiana 
every day with a combined circulation of over 150,000, 


GENERAL OFFICES 
STAR BUILDING, INDIANAPOLIS, IND. 


c. EB. LAMBERTSON, Eastern [igr., JOHN GLASS, Western [igr., 
1315 Flatiron Bidg., New York. Boyce Bldg., Chicago, Ill. 
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ROWELL’S 
American Newspaper 


Directory 
1907 Edition 


will be issued next week. 

The book has been carefully revised, 
and is the only work published which 
contains complete and accurate infor- 
mation, brought down to January 1, 1907, 
regarding the newspapers and periodi- 
cals of the United States and Canada. 
The forthcoming volume is the Thirty- 
ninth Annual Edition that has been 
issued, each under the personal super- 
vision of Mr. George P. Rowell. 

The 1907 edition of the Directory, for 
the first time in several years, gives the 
ratings of all papers in plain figures, and 
consequently the ‘‘key” is unnecessary. 

The price of the Directory is $10.00, 
expressage prepaid. The orders that 
are first received will be given earliest 
attention. 
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NEW YORK, May 8, 


THE PROPOSI- 
TION. 


Vou. LIX. 


CL a acaiaeaaiae™ 


A STUDY OF THE METHODS BY 
WHICH MAGAZINE ADVERTISERS 
INVITE FURTHER INVESTIGATION 
ON THE PART OF READERS—ONLY 
TEN PER CENT OF “GENERAL” AD- 
VERTISING—NEARLY SIXTY PER 
CENT OFFER FREE BOOKLET— 
OTHERS SEND SAMPLES, NOVEL- 
TIES, GOODS ON TRIAL—A FEW 
SELL THEIR LITERATURE, 


What is the best way of lead- 
ing a reader to act upon a maga- 
zine advertisement? Should a 
booklet be offered? Should it be 
given free, or sold at a nominal 
sum? Should retailers be left to 
reap the results of advertising un- 
aided, the advertiser merely ask- 
ing readers to inquire at dealers? 
Should the advertiser go the 
length of offering a novelty as a 
stimulus to the reader’s interest, 
or even a free sample of the goods 
themselves ? 

A tabulation was recently made 
of the advertisements in a repre- 
sentative issue of a representative 
fifteen-cent magazine with a view 
to finding out what was the gen- 
eral practice in these matters. All 
classified, hotel and school ads 
were eliminated from the investi- 
gation, only display announce- 
ments of merchandise, invest- 
ments, etc., being counted. There 
proved to be 315 of these, and in 
their different ways of making a 
Proposition to readers they stood 
as iollows: 

Booklet offered free of cost 

No hooklet or other inducement 
Sample of goods free cr for small sum 
Correspondence invited 

Direct sale main object 22 
Goods offered on free trial 19 


Booklet sold for small sum II 
Noyelty free or for labels 


172 
31 
28 
24 


1907. No. 6. 


The small proportion of so- 
called “general” advertising, or 
ads that seek to impress only the 
name and merit of a commodity 
on readers, or to send latter to 
retail stores, is rather surprising. 
It amounted to less than ten per 
cent. The thirty-one advertisers 
in this class were: 

Sapolio, Quaker Oats Company, Fi- 
delity and Casualty Co., Co umbia 
Phonograph Co., Postum Cereal, Pearl- 
ine, Victor Talking Machine Co., E. 
V. Price & Co., Studebaker Automo- 
biles, Pope Motor Car Co., Goodrich 
Tires, Elgin Watches, Velox Pa 
Knox Hats, Sincerity Clothes, Alvin 
Silver, Jones Speedometer, Oriental 
Tooth Paste, Waukesha Arcadian 
Water, Sanitas Toasted Corn Flakes, 
Smith-Premier Typewriter, Horlick’s 
Milk, Beeman’s Gum, Murphy Var- 
nish, National Blank Book Co., Lea & 
Perrins, Van Camp’s_ Beans, Korn- 
Kinks, Cream of Wheat, Shredded 
Wheat, Cheney Bros. Shower-proof 
Silks, Hartshorn Rollers. 

Some of these advertisers make 
use of booklets on the plan of 
Postum Cereal and +Grape Nuts, 
for which the little treatise, “The 
Road to Wellville,” is widely ex- 
ploited in advertising. But this 
booklet is packed in boxes of the 
food itself, and readers referred 
to dealers to get it by making an 
actual purchase, thus giving dis- 
tribution that is most accessible 
to all the public, as well as least 
costly and bothersome to the 
manufacturer, 

Another surprising feature of 
the tabulation was the small pro- 
portion of true mail-order busi- 
ness found in this list of adver- 
tisers. Only twenty-two advertis- 
ers made a direct sale the chief 
object. Almost any advertising 
agent would probably say, off- 
hand, that the magazines carry a 
much larger proportion of mail- 
order business than this. But the 
percentage seems to be represen- 
tative, 
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Many other advertisers, of 
course, offer goods direct where 
the reader cannot purchase 
through a dealer, or make a di- 
rect mail order incidental to their 
other arguments. These were 
classed under various other heads, 
according to what seemed to be 
the central appeal of the ad. _ 

The food manufacturers selling 
through retailers seem to find mail 
sampling a good method. So do 
makers of toilet preparations and 
other articles that permit the for- 
warding of a small trial package. 
Sometimes these samples are of- 
fered absolutely free, and again a 
small fee is asked, for packing or 
postage, The reader who took 
advantage of all sample offers in 
this particular magazine that 
month could have obtained the 
following assortment of samples: 
Pompeian Massage Cream Free 
Mellin’s Food Free 
J. B. Williams (2 samples) 25 cts. 
Old English Floor Wax Free 
Bensdorp’s Cocoa 
Mennen’s Powders 
Barrington Hall Coffee 
Electro-Silicon 
Maspero’s Olive Oil 
New-Skin 
Educator Crackers 
Blooker’s Cocoa 
Lablache Toilet Powder 
Chiclets 
Mrs. Graham’s Kosmeo 
Parker Sheet Music 
Sanitissue Toilet Paper 
Dreer’s Seeds 
Elliott’s Seeds 
Detroit White Lead Works 
Zymole Trokeys 
W yelch’ s Grape Juice 
Calox Tooth Powder 
White Rose Soap 
Jap-a-lac 
Milkweed Cream 
Zodenta Tooth Paste 2s cts. 
O. K. Paper Fasteners 10 cts. 


In addition to these, about two 
dozen samples of commodities 
like linoleum, writing paper, etc., 
were offered in connection with 
booklet, but these were classed 
among those advertisers making 
a booklet the chief attraction, as 
the samples were not of such 
character as to tempt readers to 
send for them because of intrin- 
sic worth. 

A very small percentage of ad- 
vertisers offered a novelty to 
readers, either free on request or 
in return for labels, bottle caps, 
etc., from their goods. To inter- 
est ‘people in Atkins’ Saws, a tie- 
pin is given free. To interest 


10 cts. 
Free 
Free 
Free 
Free 
10 cts. 
Free 
10 Cts. 
10 cts. 
10 cts. 
Free 
10 cts. 
Free 
15 cts. 
10 cts. 
25 cts. 
Free 
10 cts, 
Free 
15 cts. 
1o cts. 
Free 


them in Zodenta, a tooth paste— 
the manufacturers send a tooth. 
brush holder on request. Hewe. 
& Potter, manufacturers of sus. 
penders, advertise a comb ani 
holder for ten cents. Malt Nu- 
trine gives decorated china plate; 
for a specified number of bottle 
caps. Bissell Carpet Sweepers are 
made attractive by the offer of a 
card-case for return of sales slip 
from a sweeper. Chiclets offersa 
palmistry chart with a_ten-cent 
sample of goods. Clothing houses 
offer posters and other pictures 
for a price ticket from a_ suit. 
Such extra inducements do not 
seem to be valued very highly by 
advertisers, and probably lead to 
more curiosity-inquiries and 
trouble than they are worth as 
producers of actual business, 

The nineteen advertisers who 
made a free trial of goods the 
central appeal were largely man- 
ufacturers of stoves, refrigera- 
tors, heaters, computing machines 
and other devices requiring a 
considerable investment. Some- 
times these things are shipped 
without payment to responsible 
parties, and again the reader is 
asked to buy them on condition 
that goods may be returned and 
money refunded at the end of a 
trial period ranging from a week 
to a month. 

The advertisers who sell their 
booklets instead of mailing free 
were a very small proportion of 
the whole: 

Standard Sanitary Mfg. Co. 
Alabastine Company 
Miracle Concrete Book 
Mershon & Morley Co. 
Polk. Miller Dog Book 
King Canvas Boats 

Keiser Cravats 

Smalley Motor Co, 

White Mantel & Tile Co. 
Minnesota Boat & Power Co. 
Racine Boat Mfg. Co. 

Among the advertisers offering 
booklet free, postpaid, however, 
there were many who _ hedged 
about their offer with certain re- 
strictions likely to eliminate the 
curious. Some stipulate that the 
inquirer be a _ property-owner. 
Others ask that inquirer state 
amount he desired to invest ii: the 
commodity advertised, Still others 
ask that inquiries be writter on 
business letter-head, and so i-rth. 

(Continued on paz 6) 
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If you should ask any intel- 
ligent Philadelphian how to 
make your advertising appro- 
priation do you the most good 


in Philadelphia the reply 


undoubtedly would be « Place 
it in The Bulletin,’ because 
“In Philadelphia near|y every- 
body reads The Bulletin.” 








NET AVERAGE FOR [ARCH 


267,029 


Copies a Day 


‘The Bulletin’s” circulation figures are 
net ; all damaged, unsold, free and returned 
copies have been omitted. 


WILLIAI1 L. McLEAN, Publisher 
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The great majority, however, 
offer literature without such re- 
strictions, and the word ‘Free” 
was italicized or capitalized in 
perhaps three-fourths of the ads. 

Another __ interesting group, 
though somewhat small, was that 
made up of advertisers who men- 
tion no booklet or literature, but 
invite the reader to enter into 
personal correspondence. This 
group includes most of the in- 
vestment concerns (strictly high- 
class in this magazine) and a 
few of the manufacturers of wall- 
coverings, floorings and building 
materials. The object in inviting 
correspondence seems to be to 
assure the reader that his needs 
will receive individual attention. 
Where chambers of commerce and 
municipal publicity "bureaus ad- 
vertise for scttlers, factories, etc., 
this plan is almost invariably fol- 
lowed. In one case—that of 
Seattle’s civic advertising—the 


reader is invited to address any 
one of a list of ten realty firms. 
A question of vital interest in 
connection with the offer of free 
literature is the manner in which 


that literature is treated in the 
advertisement. Only a few of the 
announcements made the booklet 
the main feature of their argu- 
ment. Fully ninety per cent of 
advertisers contented themselves 
with an offer at the bottom of 
their announcement, and usually 
in a word or two, as “Catalogue 
free.” Some firms, however, take 
pains to instruct the reader how 
to send, as “A postal will bring 
it.’ Others lay emphasis on the 
importance of writing immediate- 
ly—"Send to-day—don’t wait till 
to-morrow,” or “Send a_ postal 
before you turn this leaf.” Other 
firms undertook to make their 
catalogues of booklets attractive 
to the reader by devoting a little 
space to description of same. Per- 
haps half ithe booklets in ads 
where this was done had been 
given an attractive title, like “The 
Common Sense of Refrigeration,” 
or “The Science of Shaving.” In 
these~ eases jthe .reader was told 
that the booklet contained new 
and interesting facts that every- 
body ought to know. A_ small 
proportion of the literature of- 


fered in this fashion consists of 
specifications, diagrams and other 
technical information. Occasion- 
ally an advertisement started cut 
with a booklet as the main argu- 
ment, and was a direct bid Jor 
further investigation on the part 
of the reader. In the vast ma- 
jority, however, an _ investigator 
rather got the impression that too 
little attention was being paid to 
the literature and follow-up work, 
and it seemed as though more 
thought and space might have 
been devoted to this part of the 
advertiser's campaign, 
——_+@)—_—___— 


TO STOP MAIL. THEFTS. 


People who, to save the trouble of 
getting a money order, put money in 
letters, and legislators and_ officials who 
fail to provide easier mail remittance 
facilities seem utterly regardless of 
their own contribution to the demoral- 
ization of those who handle letters. 

In Great Britain a fine is imposed 
on persons inclosing money in unregis- 
tered letters, and in some countries the 
penalty is the forfeiture of the in- 
closure. What is needed in this coun- 
try is a law that will require a letter 
suspected of containing coins, _ bills, 
stamps, or any form of check or money 
order payable to bearer to be dealt 
with as registered mail and a compul- 
sory fee collected on delivery, unless 
the addressee proves there is no such 
inclosure by opening the letter in the 
presence of the messenger. 

In support of this suggestion it is 
pointed out that it is no part of the 
contract of the Government with the 
= to carry money at the two-cent 
etter rate. Because indolently disposed 
persons impose upon it in this regard 
the government is compelled to main- 
tain, at a great expense, a large body 
of skilled inspectors and detectives. 

_ It is said of an advertising house, 
inviting small remittances by mail, that 
the loss of a few hundred dollars a 
month is ignored, but the loss of a 
thousand dollars a month brings a com- 
plaint. In three months this house re- 
ported, $5,000 missing. This shows the 
extent to which mail pilfering is car- 
ried on.—Exchange. 

ep 


ONE SOURCE OF NAMES. 

A, Wail Street business man showed 
a visitor a bundle of old letters that 
he was taking home from his office to 
burn in his furnace. “I wasn’t always 
so particular about these useless busi- 
ness letters,” he said, “until I learned 
that the women cleaners were svrting 
them out of the waste basket and sell- 
ing them to certain firms which make 
a business of furnishing lists of mames 
for various purposes, mostly to specu- 
lative concerns. Then I conc!uded 
that I owed it to my clients to p:otect 
them from the nuisance that foilows 
getting one’s name on a mailing ‘ist.— 
New York Sun. 
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“WILL YOU KEEP IT UP?” 


Nowadays when the manufac- 
turer plans an advertising cam- 
paign in magazines or newspa- 
pers he loses little time in telling 
the retailer about it. In fact, the 
retailer is often told months be- 
fore the advertising is seen by the 
public, and upon proper advance 
work with the trade a manufac- 
turer frequently places large 
quantities of his goods in antici- 
pation of the demand that will 
be created. 

The retailer, however, is often 
sceptical as to the thoroughness 
of this propaganda. Time and 
again, in the past, he has been 
persuaded to stock goods upon a 
showing of advertising made by 
the manufacturer, only to find that 
the campaign ceased in a few 
months. His confidence had been 
won by a confidence game. 

“T don’t care how many read- 
ers you are going to reach this 
month,” the retailer now says, 
having grown wise by experience. 
“What I want to know is whether 


you are going to keep it up, and 


how long.” In the past, the man- 
ufacturer often approached the 
trade with plans for advertising a 
commodity that was entirely new. 
But to-day the retailer is fre- 
quently asked to add to his stock 
an article that duplicates some- 
thing already well exploited, and 
standard. A new men’s collar 
campaign, for instance, has little 
interest for the haberdasher until 
he is assured that the advertising 
is to be absolutely permanent. 
His collar line usually comprises 
but a single make, and this is 
advertised without interruption 
year after year, and. has been ever 
since he can remember. 

In sending out tidings of new 
campaigns, therefore, it is wise to 
enter very fully into advertising 
planc. Commonly, the practice is 
to reproduce the advertisements 
for a single month in a folder, 
and mail this to dealers with the 
mere statement that “Next month 
this ad will be read by twenty-five 
million persons, counting five 
readers to each copy of a maga- 
zinc.” What the manufacturer 
ought to do is take the trade into 


his confidence by giving a list of 
magazines and newspapers for 
each month of a whole year. He 
ought to state the amount of his 
yearly appropriation, and show 
the quantity of advertising that 
will reach different sections of the 
country. A statement of circula- 
tion, State by State, from such 
magazines as he uses, will enable 
a retail dealer in any part of 
the country to estimate how much 
of that publicity is going to strike 
in his neighborhood. This point 
can be emphasized by sending 
him schedules of newspaper ad- 
vertising that will appear in his 
community, or in’ nearby cities, 
and give him, in addition, an op- 
portunity to supplement the ads 
with newspaper announcements of 
his own. The manufacturer ought 
also to give facts regarding his 
plans for mail literature, showing 
how names are to be secured for 
direct circularizing. After the 
campaign starts, and is bringing 
inquiries, it is certain that retail- 
ers will be interested in brief 
statements, sent in personal let- 
ters, showing the number of in- 
quirers developed in their own 
communities month by month, 
and what has been sent them to 
divert this interest into actual 
sales. 

Thoroughness and permanence 
—these interest retailers more 
than mere number of readers 
reached when the manufacturer 
spends money in_ advertising 
space. They are both easily 
demonstrated by figures, and 
should be. A shot-gun campaign, 
firing into the mass of the public 
with big national magazine cir- 
culations, is more or less vague. 
The retailer has been too often 
fooled by such displays in the 
past. He feels they may be vague 
and _ transitory. “How. many 
readers are you reaching in my 
territory?” is one thing he wants 
to ‘know, and another is, “Will 
you keep it up?” 

ee 

Tue April number of Sunset estab- 
lished a new magazine record for San 
Francisco and its immediate vicinity, 
over 25,000 copies having been sold 
within ten days. The demand was 


equally strong in Seattle, Portland, Los 
Angeles and. in the East. 
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ADVERTISING TO BRING 
ABOUT RETAIL 
REFORMS. 


The retail merchant is to-day 
the hardest worked member of 
the business community. He is 
also working under certain handi- 
caps that have been rather widely 
thrown off by the manufacturer, 
the mail-order houses, the great 
department stores. Consequently, 
the trade journals devoted to re- 
tail subjects are filled with dis- 
cussions of how to bring about 
certain desirable reforms in con- 
ditions. 

These problems seem to call for 
a definite change of policy, first, 
either through combination of the 
retail trade in a given commun- 
ity, or by the individual merchant 
on his own account. Once the 
policy has been changed, the 


proper kind of newspaper adver- 
tising ought to quickly win over 
the public. 
Take the 
for instance. 
try the druggist, grocer, 


long-hours problem, 

All over the coun- 
butcher 
and other merchants are bewail- 
ing conditions that compel them 
to keep open evenings, and some- 
times half of Sunday. Long hours 
in the store makes it difficult to 
secure and keep competent clerks, 
which is always a problem in it- 
self. Clerks go into other lines 
of trade. They would, usually, 
be fools not to do so. A man who 
will work twelve to sixteen hours 
a day, and seven days a week, 
when he ‘can make as much 
money in six ten- or eight-hour 
days, is not a very high-class em- 
ployee. 

Yet the operation of changing 
from a sixteen-hour to a ten-hour 
basis is more or less simple when 
retailers go about it intelligently 
and get the public with them by 
informative advertising. In a cer- 
tain town in the Middle West the 
stores were kept open until ten 
o’clock every week-day. Farmers 
came in to sit around the stoves 
during: the day, and made pur- 
chases the last thing before start- 
‘ing home at nine o’clock. There 
was a big factory in this town, 
and its hundreds of employees 
did their shopping after supper. 


An aggressive young man came 
from Chicago to act as manager 
of the leading clothing store. |{e 
had not been there a week before 
he was out among the merchanis, 
asking them to combine for six 
o'clock closing. Some held off, 
but the majority adopted the new 
plan. Then with an assessment 
of a few dollars apiece, newspa- 
per announcements were printed 
telling the public of the proposed 
change and explaining the long 
hours imposed on clerks by the 
old system, When the change was 
actually made there was no fall- 
ing off in trade at any of the 
stores. As much business was 
done in ten hours as in sixteen, 
Factory employees sent their 
wives to shop in the afternoon, 
and the loafing farm population 
shopped during the day, instead 
of gossiping, and went home 
early. Two nights each month 
the stores were kept open until 
ten. These were the semi-month- 
ly pay-days of the factory, and by 
keeping open those nights mer- 
chants gave factory employees no 
excuse for not coming in to settle 
accounts. 

The same plan was adopted in- 
dividually by the Macy depart- 
ment store in New York some 
years ago to cut off the month of 
night-work that usually preceded 
Christmas. This store was closed 
at six o'clock all through De- 
cember. It lost no trade, and had 
a more alert corps of clerks on 
hand each morning to take care 
of the crowds. Newspaper an- 
nouncements helped the new idea 
along. Since then practically 
every big store in the metropolis 
has gladly adopted this holiday 
policy. 

Another reform that the indi- 
vidual retailer often wishes to 
bring about is the abolition of 
credits and the transfer of his 
business to a strict cash basis. 
This is even easier than the carly 
closing movement when inielli- 
gently advertised, the chief point 
being to convince the public that 
a cash policy will be rigidly fol- 
lowed with every customer «like, 
no matter what his purchases, his 
social standing, his commercial 
rating. The logic of the cash sys- 
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tem is absolutely sound and in- 
controvertible. Explained in ad- 
vertising statements, it is imme- 
diately clear to every fair-minded 
person. Aside from percentages 
to be figured for bad debts, which 
must be saddled, in the shape of 
higher prices, on customers who 
pay cash and meet their bills, the 
cash system does away with other 
expenses for book-keeping, col- 
lections, interest, etc. 

A hardware dealer who decided 
to change his policy, and had to 
meet the competition of another 
hardware store that would con- 
tinue to sell on credit, inaugurat- 
ed the new plan by first making 
up bills for every account on his 
books and sending them out with 
an announcement. Some custom- 
ers stood aghast, but the major- 
ity paid. He put posters in his 
window, and made _ newspaper 
announcements. Despite the dis- 
advantages of going into such a 
policy all alone, he won out 
quickly, and strange to say, a fac- 
tor that was of the greatest aid 
to him was the cash tradition that 
had been built up in his com- 
munity by the large mail-order 
houses. Soon other stores were 
adopting the cash basis, and in 
two years the whole town’s retail 
trade went over to cash dealing. 
To make the newspaper advertis- 
ing doubly effective, special ar- 
tices of well-known value were 
featured at reduced prices, to 
show what they had to be sold 
for under a credit system and 
what was asked at cash rates. By 
drawing the line impartially, and 
standing for the “square deal” to 
all, it was found that the number 
of instances in which credit had 
to be refused was far less under 
the new system than under the 
old, where often a request for 
credit could not be met owing to 
the insufficient basis upon which 
to extend it. 

There are other retail problems. 
Trade journals are full of them, 
and of discussions. What seems 
to be needed, however, is less 
discussion and more prompt ac- 
tion—more decisive adoption of 
desirable policies by retailers, and 
oe advertising to explain 

em, 
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THE BOOK PUBLISHER’S WAY. 


Where advertising is concerned, the 
average publisher is sadly behind the 
times. He inclines to a touching be- 
lief that people will buy his books with- 
out any particular effort on his part. 
When they don’t, and he goes _ bank- 
rupt, he wrings his hands and calls on 
Heaven to witness that the public is a 
many-headed ass and with no taste for 
what is good, and pure, and beautiful. 
He then pays his trade creditors a 
half-penny in the pound, tells his au- 
thors that they ought to be ashamed 
of themselves for expecting royalties, 
and writes to the Athenaeum to say 
that publishing is “‘played out.” That 
he has only himself to blame nothing 
will induce him to believe. Even when 
it is pointed out that younger and 
more enterprising firms are forging 
rapidly ahead, and that the same means 
of doing so are open to himself, he 
still refuses with mule-like obstinacy to 
alter his plan of campaign.—Advertis- 
ing World, London. 











MILLIONS LOST 


GET-RICH-QUICK 
SCHEMES 


THe Cuicaco REcoRD- 
HERALD refuses to print 
many pages of “Get-Rich- 
Quick” advertising which 
some of its contemporaries 
publish, 


March 1907 Circulation 


Daily Average - - 151,526 
Sunday Average - - 216,470 


CHICAGO 
RECORD-HERALD 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 


postage and electros. Rate, 35 cents. 
Actual average circulation 149,281. 
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THE MAY MAGAZINES. 


While the attention of publish- 
ers and magazine men is usually 
centered on the magazines that 
stand high in this summary every 
month, some of the shrewdest ad- 
vertisers are interested in those 
that stand last. For when a man 
puts out advertising on a strictly 
keyed basis, tabulating replies ac- 
cording to cost of getting them 
and amount of business actually 
produced, he frequently finds 
mediums of comparatively minor 
importance that pay as well or 
better than the “topliners.” Take 
the group of monthlies that carry 
about twenty-five pages of busi- 
ness, or less. It includes to-daya 
number of publications of sound 
circulation. People’s Popular 
Magazine, Smith's, Philistine, 
Scrap Book, Transatlantic Tales, 
Blue Book, Appleton’s, Smart 
Set, and others of this class are 
all considered to be thoroughly 
alive in circulation, while many 
are just now taking on new read- 
ers at an interesting rate. While 
this kind of publication is getting 
its clientele, and its advertising 
section is small, certain advertis- 
ing propositions pay very well in 
its pages. “It is my experience,” 
said a careful advertiser the other 
day, “that magazines like the 
Scrap Book, Blue Book, ete., in 
the early stage of their careers, 





ADVERTISING INLEADING MONTHLY 
MAGAZINES FOR MAY. 
(Exclusive of Publishers’ own advertising.) 
Pages Ag. Lines 
Country Life in America 
NE 56.2200 s cone ceece 2 
McClure’s..... 
Everybody’s 
Review of Reviews 
System..... ° 
Munsey’s . 
Ladies’ Home ope 
| 4 VO ee 
Cosmopolitan 
American Magazine 
Harper’s Monthly......... 
Sunset (April) 
Scribner’s 
Century .... 
Woman’s Home 
panion (cols,)........... 
Pacific Monthly 
Outing Magazine 
Good Housekeeping. . 
Delineator (cols.). 
Business Man’s Magazine 


40,936 
37,765 
36,394 
35243 
35,155 
33,778 


30,600 
29,895 
25.242 
24,002 
24,530 
23,397 
22,738 


22,490 
21,684 
21,678 
21,056 
19,680 


18,989 
18,412 
18,256 


Pages Ag. L 


Suburban Life (cols.).. 
Success (cols.)........ coe 
Pearson’ 


World T aes 

Ainslee’s 

Ladies’ World (cols.) ..... 

Theatre (cols.)...... peak n 

Garden Magazine (cols.).. 

Housekeeper (cols.)......+ 
ormal Instructor (cols.).. 

American Homes and Gar- 
Gens (Cols. )...ccecssdvee 

Metropolitan 

Designer (cols.).. 

House Beautiful (April— 
cols.) 

New Idea Woman’s Maga- 
MORES: cccendiansasé 

McCall’s Magazine (cols.). 

Har dent Bazar. 


Field and Stream.. 

Atlantic Monthly 

House and Garden o. « 

Recreation (cols.).. ‘ 

Popular Magazine.. aos 

Out West (April) .. savesee 

Current Literature 

Home Magazine (April— 
EN ap ad v0dderssesses< 

Outdoor Life .. 

Modern Priscilla (cols.)... 

a s 


Ale pe Magazine., 
Outer’s Book (April).. 
Strand 

Health Culture (April)... 
Smith’s Magazine......... 
American Boy (cols.).... 
Broadway Magazine 
Overland Monthly (Agril). 
Concle (06185), ois000500000 
Van Norden Magazine.... 
Gunter’s Magazine.,...... 
Bookman.....++ +. 

Travel Magazine (cols, Doe 
Musician (cols,) .. oeee 
Smart Set 

Star Monthly (cols.)..ee00s 
Appleton’s Magazine..... 
Putnam’s Monthly 

Blue Book 

Human Life (April—cols.) 
Benziger’s Magazine (cols.) 
Transatlantic Tales 

St. Nicholas 

Scrap Book 

Railroad Man’s Magazine 
Philistine (April) 

WT OMEED ss s's:0 
Ocean..ccseses 
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gt 


16,6 

15,75 
15,6 

1554 6 
14,40 
14,3? 
14,043 
12,954 
12,8,0 
12,736 
12,340 
12,071 


11,800 
11,790 
11,774 


11,559 


11,490 
10,802 
10,588 


10,442 
10,157 
10,067 


4,552 
4,256 
3,584 
3,521 
39349 
3,088 
2,800 
2,016 
1,792 
1,275 

836 

672 


ADVERTISING IN LEADING WEEKLY 


MAGAZINES FOR APRIL. 


(Exclusive of Publishers’ own advertising.) 


Week we April 6: 


Literary Digest 

Outlook (pages) 
Churchman 

Christian Herald 
Christian Endeavor World 
Leslie’s Weekly.. 


Ag. Lines 
11,845 
11,026 





= 


SCroadtorNH ae’ << %&»wWM 


_— 


nas Oe tes arene SMe, len eins 


< 


Pay eee Le er are SS C8 


Scientific American...... 
——— Sunday nae 


Youth’ s Companion... 
Week ending April as 

Collier’s 

Saturday Evening Post... 

Literary Digest 

Outlook (pages) 

VEtsiveseeccete 

Churchman,.......+ 

Christian Herald,........ 

Associated Sunday _— 

ZINE 0000 

Independent (pages)...... 

Leslie’s Weekly 

Cc —_ Sedewcer World 

Life...eee. eovcccccvccs 

Scientific ‘American. 

Youth’s Companion... 
Week ending April 20: : 

Vogue 

Saturday Evening Post . 

Collier’s...... 6 c0egersays 

Life 

Literar: Digest.. 

Outloo (pages) 

Youth’s anion.....+ 


Leslie’s Week y 
Churchman. . . 
Associated Sunday Maga- 


Christian Herald......... 
Independent (pages) 
Christian Endeavor World 
Scientific American 

Week ending — 27: 
Outlook (pages)... 
Collier’s....++ 
Saturday Evening Post.. 
Literary Digest 


Churchman, 
Independent (pages). 


eens 


Christian Endeavor World ‘ 


Scientific American 

Leslie’s Weekly. 

Associated Sunday Maga- 
ZINE .occcce 

Youth’s Companion..... 

Totals for April : 

s Yogue . 
Collier’s, 

Saturday Evening Post. 

Outlook 

Literary Digest 

aw fe 


eeeeereses 


rte 

Christian Herald., 

Leslie’s Weekly 

Christian oer le World 
Associated Sunday Maga- 


& -ientific ‘American.. 
y outh’s Companion... 


PRINTERS’ INK, 


Cols. Ag. Lines 


15 3,082 
2,974 
2,044 


9,558 
8,983 
7,906 
7,496 
75142 
4;717 
45595 


45257 
4,032 
3,944 
3,312 
2,730 
2,037 
1,868 


38,221 
14,511 
11,590 
5,772 
5,758 
59245 
59225 
4,620 
4,190 


4,013 
3,794 
3,584 
34517 
2,942 


20,706 
12,160 
10,413 
9,193 
8,865 
4,238 
3,623 
3,136 
3,004 
2,705 
2,696 


2,400 


1,926 
1,357 


62,217 
459153 
445933 
39,640 
30,290 
19,730 
19,264 
17,030 


13,533 
13,170 


11,357 
105494 





ive the advertiser 


much 


more 


irculation than they charge for, 
nile their readers are of a bet- 
: character than one would in- 

from their cheap. paper and 


eneral outward appearance. 
‘dition to this good value 
advertising 


quantity, they offer 
sections that are not 


crowded. 


In 
in 


I 


You know the kind of men we mean. 
You see them in Pullman cars; in good 
restaurants; at the theatre, Yet they 
are not idle travelers, or lazy epicures, 
or worn-out first-nighters. They are 
Business Men. They are men who 
make money for themselves and for 
others. Men who can, at will, scrap a 
hundred thousand dollars’ worth of 
running machinery, and put in new. 
Men who control the purse-strings of 
big offices, big factories, big stores, 
Men who buy for themselves, for their 
families, and for their homes without 
the need of counting the dollars. 
These are the men that SysTEM 
reaches. These are the men that the 
advertiser can reach in no other way 
than through 


SYSTEM 


The Magazine of Business 


Don’t you see, now, why SYSTEM carries so 
much advert.sing ¢ 

vou’t you think that SYSTEM. with this exclu- 
sive clientele of moneyed men, would pay you, 
‘tov 








have used full pages, doyble 
pages and four-page ads in some 
of them, and got net business at 
a lower cost than in some of the 
leading monthlies that are also 
profitable. One publication of this 
class, carrying less than twenty 
pages of advertising, I used more 
regularly last year than any other 
medium, and it proved its worth 
by keyed orders. Hundreds of 
advertisers, doubtless, are staying 
out of that magazine because they 
fancy it has no pulling power. 
One curious fact in my experi- 
ence, however, is worth knowing. 
Until such a periodical is a year 
old, and gets at least a dozen 
pages of business, so that it really 
looks as though it had an adver- 
tising section, it is apt to be an 
indifferent puller. With good re- 
sults from one such medium in 
mind, I went into a new one put 
out by the same publishing house, 
appearing in the first few issues. 
It did not pull. There were only 
three or four pages of business 
altogether. Readers did not treat 
the advertising seriously. But a 
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year later, when this new publica- 
tion carried a dozen pages of ad- 
vertising, it paid well. When a 
magazine is being built up, it not 
only gives the advertiser circula- 
tion in excess of what he pays 
for, but such new circulation is 
very live circulation. Stay out 
until the clientele is won and the 
rate advanced, and you will prob- 
ably get not nearly so good re- 
turns, dollar for dollar, reply for 
reply. Not all business houses 
can afford to ‘shop’ for bargains 
in advertising space. But some 
ot us can. In that case it pays to 
give a fair trial to the magazines 
that appear to be at the tail of the 


procession.” 
MAGAZINE NOTES. 

The Bookman has no _ circulation 
manager nor advertising manager, it is 
said, and is run so conservatively that 
some months, when its pages contain 
articles of more than ordinary timeli- 
ness and interest, many persons can- 
not purchase a copy, and _ thousands 
who would like to read such articles 
never hear of them. Yet despite this 
neglect of its business side, the Book- 
man is undoubtedly one of the pithiest 
and most pungent of the monthlies, 
editorially, and the average reader who 
takes it up is surprised to see how 
wide it is in scope, how wise its style 
and how well written it is generally. 


the Junior Everybody’s for June 
Frothingham takes the stand that 


In 
Mr. 
magazine publishers should be last to 


abolish the agent’s commission, reply- 
ing to the recent address of J. A. 
Richards before the Sphinx Club, in 
which abolition was advocated. The 
agent, says Mr. Frothingham, is the 
representative of all the magazines— 
not one or two. As a consequence, no 
individual publisher has any claim on 
him. He is free to pick and choose 
mediums for the advertiser, for whom 
he is a trustee. No publisher can ig- 
nore the common interest and say to 
an agent, “My payment of commission 
makes you my agent.’’ Moreover, it is 
right that the magazines should pay the 
agent. If the latter worked on a sal- 
ary basis he would find it harder to 
convert and build up new advertisers. 
And while abolition of the commission 
might cause a temporary reduction in 
rates, yet in a few months this reduc- 
tion would be forgotten. Magazines 
would have to establish copy  depart- 
ments for the advertiser, which would 
lead to an increase again. If the ad- 
vertiser paid a fee to his agency, he 
would be paying for that agent’s re- 
cruiting work among prospective ad- 
vertisers, whereas the publishers pay 
for this now. It is right that the pub- 
lishers should pay it—it is a tax on 
their future business. Largely because 
they have looked into the future, they 
have maintained the agent. They made 
him, and must keep him going, and the 
commission is the cheapest, fairest and 
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most logical basis for publisher, a/- 
vertiser and agency alike—says } 
Frothingham. 

An excellent talk on substitution a, - 
peared in the Youth’s Companion, This 
journal publishes weekly a short edito - 
ial article on some common physical a.i- 
ment, or upon some department of h-- 
giene. In one of the April issues t!e 
regular talk was headed, “A Very Com- 
mon Disease’: ‘Within the last few 
years a curious disease has become epi- 
demic in America. The ailment is the 
commercial ill known as ‘substitution,’ 
or the ‘just-as-good’ disease. Three 
classes of persons—manufacturers, store- 
keepers and purchasers—are subject to 
it. It is a germ-disease, caused and 
spread by the microbe of dishonesty. 
The etiology of it is this: A man of 
integrity, brains and energy studies the 
problem, let us say, of a stove-polish. 
He works at it for years, not content- 
ing himself with the result until he has 
produced something which does the 
work better than anything else has ever 
done it, and with less labor, more per- 
manency, and at smaller cost. He hits 
upon an attractive name for his prod- 
uct, registers it as a trademark, patents 
his formula, and tells the public of the 
merits of the article by a system of 
publicity for which he spends large 
sums © money, In time he reaps his 
reward. His intelligense and _ con- 
scientiousness begin to bear fruit. The 
polish makes a reputation and keeps it, 
and the sales increase. Now comes 
another man who lacks the inventive 
genius to devise anything for himself, 
and has no concern about what he puts 
out, but. only abo-.t what he takes in. 


. He selects a name that sounds as much 


as possible like that of the well-known 
polish, puts up something that will 
black the fingers if not the stove, and 
sells it at half the price. Here is where 
the microbe starts. The dishonest 
manufacturer is the original ‘culture 
medium.’ The storekeeper thinks he 
can make twice as much money on a 
package of the new polish as on one 
of the old, so when the next customer 
calls he passes out the imitation with 
the remark that ‘here is something 
much newer and just as good, and 
at a lower price.’ He too, has the 
germ. If the customer takes the 
substituted goods he also _ exposes 
himself to the disease; for the 
whole matter, stripped of details, and 
with the medical metaphor dropped, is 
one of honesty. No one would imply 
that the customer means to be dis- 
honest, or, indeed, is dishonest know- 
ingly. But if the article offered him 
is plainly an imitation, an obvious at- 
tempt to trade upon the reputation and 
character of something whose good 
name is established, it is aiding «nd 
abetting dishonesty to accept it. Direct 
infringement of a patent or a tra:le- 
mark can be punished by the law; but 
that far more common and more cow: 
ardly imitation which falls short of 
violating the law must be punished by 
the American love of fair play. ‘he 
customer who refuses the dishovest 
substitute which is offered as ‘just as 
good’ is not only helping to raise ‘he 
standard of business morality, but in 
the long run he is also serving \is 
own best interests,” 
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THE UNDERTAKER’S PROP- 
OSITION. 


This advertisement of an un- 
dertaker in Philadelphia, taken 
from a daily paper, seems to be 
at once informative and aggress- 
ive, yet entirely unexceptional 
from the standpoint of good taste. 
Mr. Bair is well known in the 
Quaker City as an advertiser, and 
has even used painted bulletin 
boards to impress upon the public 
his name, vocation and place of 
business. His advertising demon- 
strates that, so far as an under- 
taker’s fundamental proposition 
is concerned, there is nothing 
which puts his business outside 
the pale of intelligent exploita- 
tion. A good many funeral di- 
rectors hesitate when advertising 
is proposed because they see no 
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THE OLIVER BH. BAIR COMPANY 


Scientific Undertaking # Funeral Directing } 


OLIVER H. BAIR, ‘pirecto 


Director | 


Formerly of 1517 Chestnut Street 
Endorsed by all classes for proficiency, and honorable 
hing. 


deal 
Temporary Oifice now fecated at 1801 Filber! Sireet 


where are also commodhous Funeral Parlors, for use of which 
no charge is made Office open at all times. 


Bell Phone, Seqstene Faena, 
ce 2-20, 


Spruce, 48-01, 

In Coroner’s cases no charge ts made, except for furnish- 
ings as orderca by famihes. 

Unidentified Lodics can be seen at any time in private 
identification roum. . 

Famules ure ~t liberty te order their preferred under- 
taker to eet for them, and the bodies will be released, without 
any charge whatever, by simply presenting an order from 
the Coroner, 








J 








way of bringing themselves be- 
fore the public in newspaper an- 
nouncements in a way that will 
be effective, yet unoffensive. Few 
newspaper publishers or advertis- 
ing agents, either, have been able 
to help the undertaker find ad- 
vertising material. Some under- 
takers have frankly thrown good 
taste to the winds, and advertise 
on strict bargain lines. —Balti- 
ore newspapers have carried full 
column ads of rival undertakers, 
competing on the price of funer- 
als and listing the items included 
‘na funeral at a given price. This, 
however, is distinctly in bad taste, 
ind though it may be profitable, 
is not the sort of business that the 
iverage funeral director wants to 
build up. 
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Mr. Bait’s announcement 
seems to opemup one or two lines 
of thought that might very well 
be treated at greater length in an 
undertaker’s newspaper advertis- 
ing without giving offense. To 
advertise a funeral parlor or 
chapel, for instance, is entirely 
feasible and politic. Such a place 
might easily be made as promi- 
nent in a community as one of 
the churches, and in case of death 
families would turn to it natur- 
ally. Life in the average city flat 
or apartment makes no provision 
for death, and funeral services in 
the cities are often held in under- 
takers’ rooms, or the body at 
least sent there to await church 
services. Another interesting topic 
on which much might be said is 
the law relating to funerals where 
the coroner holds an inquest. Few 
people know the law on this sub- 
ject, although it is something that 
a good many persons have occa- 
sion to investigate hurriedly, in 
emergency and accidental death, 
every day in the year. A good 
advertisement might be made by 
printing the statute that governs 
such cases in a given community, 
identifying it with a specified un- 
dertaker’s mortuary rooms. The 
identification room as a place to 
search for missing persons has 
also been made prominent in this 
advertisement, and in an unob- 
jectionable way. 

The undertaker’s problem seems 
to be that of giving information 
about his plant, methods and 
charges without very little direct 
argument or persuasion—perhaps 
none at all. He advertises, not to 
get immediate business, but as a 
matter of wide publicity and 
cumulative effect. His business 
is really semi-public in  char- 
acter, and his establishment a 
semi-public institution. To 
make it known through _ tact- 
ful newspaper talks should con- 
stitute his advertising policy. Such 
a policy is suited to any method 
or medium, and if consistently 
and aggressively followed, will 
bring him results. He need go no 
further. 


Prove all mediums and hold fast to 
those that make good.—E-xchange, 
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A Roll of Honor 





No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


pted from publishers who, accord- 





Advertisements under this 


ing to the 1906 issue of Rowell’s ‘american Newspaper Directory. have submitted for 
that edition of tne Directory a detailed circulation statement. auly signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the 1%6 
Directory, but have since supplied a detailed circulation statement as described above, 

covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 19C7 issue of the American Newspaper Directory. Uir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (>; ), 


These are generally regarded the publishera who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s 


American 


Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906 
22,419. Best advertising medium in Alabama, 


Journal, dy. Aver. 1906,9,.844. 
ome newspaper of its city. 


ARIZONA. 
Phoentx. Republican. Daily aver. 1906,8.47%. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Evening (except on. ed 
Sunday morning. Daily averaye 1906, 4,2 


CALIFORNIA. 

Oakland, Hera Average 1906, 
19,667; Mar. 1907, eet. Ouly Cali+ 
fornia daily circulation guaranteed by 
Rowell’s Directory. 


Montgomery, 
The afternoon 


San Francisco. Pacific Churchman, semi-mo.; 
Episcopalian. Cir. 1905, 1.427; Dec. 1906,2,500. 


San Franelaco. Sunset Magazine, monthly; 
literary; 192 to 224 pages, 5x8. Average circula- 
tion ten months beginning Decemoer, 1905, 64,- 
500. Home Offices, Flood Building. 


COLORADO. 

Denver, Post. The trail of the mighty dollar 
leads from the West. Start it your way with a 
Want adin the Post. Cir. dy. 62,645, Sy.37.160 
7 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory. who will 
pay one hundred -dollars to 
the first person who success- 
fully controverts its accuracy. 


CONRECTIOUT. 
Bridgeport. Evening Post. rn dy. ar. °06, 
11,268, now over 12.500, EF. Kate, 8S, Agt. N.Y. 


UA 
Onn 
TEED 


Bridgeport. Morning Telegram. daily. 
Averuge sor 1906,sworn 10,212, You can 
cover Bridgeport thoroughly by using 
Telegram only. Kate, 1c. per line, flat. 

Meriden. a. evening. Actual average 
Sor 1905, 7.5 

Meriden. Morning oe and Republican. 
Darly average for 1906. 7.67 

New Haven, ag pe Register, dy. Annual 
sworn aver. for 1906, 14.681; Sunday, 11,662. 


New Haven, Palladium. dy. Arer. 1905, 8,686; 
1906, 9,549, H, Katz, Special Agent. N.Y.’ 





New Maven. Union. Average 1906.16, e. 
First 3 mos., ’07, 16.582. E. Katz, Sp. Agt., 


New London, Day, 
arer. for Mar, 6,882. E. 


Norwalk. Evening Hour. Daily averageguar- 
anteed to exceeds.100. Sworn circulation 
statement furnished. 


Norwich. gee morning. Average for 
1905, &, 920; 1906, 6,559; Feb 9; Feb., 1907, 6,877. 


hy 3 Aver, 1906, 4, yes: 
atz., Sp. Agent, N 


Waterbury. Republican, dy. Aver. for 1905, 
5.645; 1906, 5.95 La Coste & Maxwell. 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and P- 
day. Daily average for 1906. 85.877 (O© 


FLORIDA. 
Jacksonville, Metropolis, dy. Average 1906, 
9,482. Mar. ’07. 10.900. E. Katz, Sp. Agt, N.Y. 


GEORGIA. 


Atlanta. Journal, dy. Av. 1905,46.088, Sui- 
day 47.998. Semi-weeicly 56.781; aver. 1906, 
daily, 50.857, Sun., 57.988; semi- wy. 74.916, 


ILLINOIS. 


Ashley, Gazette. Circulation 1,182. Largest 
and only proven circulation in Washington Co, 


Aurora. Daily Beacon. Daily average for 
1905, 4,480; 1906, 6,454, 


oe Citizen. Daily average for 1906, 
’ 


Chieago, Bakers’ Helper, monthly ($1.00). 
Bakers’ Helper Co. Average for 1906,4,017(@®). 


Chicago, Breeders’ Gazette, wy.; $2.00. Aver. 
circ’n 11 months endiny Nov. 28, 1906, 69.667. 
Chieago, Dental Review, monthly. Actu:/ 
average for 1905, 8,703; for 196, 4.001. 
Ph te Examiner. Avreraye 
649, 846 Sunday, 
173,000 Daily. 
Guarantees larger ci reulation in 
city of Chicago than any two 
other morning papers combine. 
Has certificate from Association 
of American Advertisers. 

Circulation for | Sunday, 717.681, 
February. 1907: Daily, 192,271. 
Absolute. correctness of latest circulation rai 
ing accorded the Chicago Examiner is guara' 
teed A a publishers of Rowell’s Newspayp 1 


ic Inland Printer. Actual average cir- 
culation for 1905, 15.866 (@ ©). 
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ATLANTA JOURNAL 


STANDS THE ‘‘ACID TEST”’ 


On Feb. 2d, the Georgian and News said : 

‘‘Regardless of the advertised claims of any daily paper 
in Georgia, we say to the public that we will pay for the exam- 
ination by the American Audit Company, under the same 
conditions that they examined the Creorgian, and will give 
$1,000 worth of coal to the Orphan Homes that may be select- 
ed by Mayor Joyner, Rabbi Marx and Forrest Adair, if more 
than 40,000 paid circulation (not including Sundays) can be 
shown as an average for three months ending January 31, 1907, 
the findings to be published.” 


The ATLANTA JOURNAL immediately placed its plant and 
records at the disposal of the American Audit Company. 


On April 20th, the American Audit Company reported : 


‘In this examination [of the ATLANTA JOURNAL], accord- 
ing to your instructions, we have applied the most rigid test 
that we could devise, including in our figures only circulation 
for which we could identify actual money received. Our ex- 
amination might be likened to the ‘‘acid test” as applied to 
gold, as it would hardly be possible to make a more severe test 
than that to which your circulation has been subjected. We 
have never before made such an examination of any newspaper. 

*‘ The issue, which our examination was intended to decide, 
being whether or not the JoURNAL could show a daily average 

aid circulation of more than 40,000 for the months of Novem- 

er and December, 1906, and January, 1907, we have directed 
our labors entirely to that end, and have satisfied ourselves 
beyond all doubt that the average, money-paid circulation of the 
“Daily Journal” for those months is more than 40,000, We do 
not undertake to say how much more, because, after determining 
that it passed beyond that figure, our investigation ceased.” 


The Actual Money Test 


During the months of November and December, 1906, and 
January ,1907, the DAILY JOURNAL circulated 3,863,531 papers, 
an average for 79 days of 48,905. For which it received in 
actual money $40,848 for the DAILY JOURNAL alone, not 
including the Sunday or Semi-Weekly Editions. A net aver- 
age of 1.05 cents per copy for every paper circulated. The 
net price of the DAILY JOURNAL to newsboys and newsdealers 
is one cent per copy. 


Net Average Circulation: Daily Journal Sunday Journal 


March, 1907 52,201 47,398 


The committee named by [ir, Seely met 
April 23d and wrote [ir. Seely requesting 
him to send them his check for $1,000, 


THE ATLANTA JOURNAL, - Atlanta, Ga. 
“The Fournal Covers Dixie Like the Dew” 
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Chieago, Journal Amer. Med. Ass’n, weekly. 
Average ’06,46,47%. Send for circ. map. 


Ohieago, Record-Heraid. Average 1906, daily 
141.7438; Sunday 211.611. Average March, 
1907, daily 151.526: Sunday, 216,470, 

&@ The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 

to the first person who successfully con- 

troverts its accuracy. 


Chicago, The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
me. is the only Chicago newspaper receiv- 

ng (( 


Joliet, Herald evening and Sunday morning. 
Average for year 1906, 6,752, 


Peoria, Evening Star. Circulation guaranteed 
more than 21,000. 


INDIANA. 


Crawfordsville, Journal. and wy. aver- 


age, 196, 5.87%, and growing etine time. 


Evanaville. Journal-News, Ar. for 1906, 16.- 
899. Sundays over 18.000. EZ. Katz, 8. A.,N. Y. 


lia, Up-to-Date Farming. 1/906 av., 


Indiana 
ow 200,000 4 times.a mo.,75c. a line. 


174,584. 


Notre Dame, The Ave Maria. Te weekly. 
Actual net average for 1906, 24.6 


Prineeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,897, 


Richmond. The Evening Item, daily. Sworn 
average net paid circulation i three months 
ending, March 31, 1907, — w average for 
March, 4907. 5,504. cbecbaien of over 5,000 

teed in all 1907 contracts, Tne Item goes 
into 80 per cent of the Richmond homes. No 
street sales. 

6&2" The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


South Bend, Tribune. Sworn daily average, 
Mar., 1907, 8,889, Absolutely bestin South Bend. 


INDIAN TERRITORY. 


Muskogee, Times Democrat. 1905, arerace 
2.831; averuge 1906, 5,514. E. Katz, Agt., N. Y. 


IOWA. 
Burlington, Hawk-Eye, daily.-. Aver. 1906, 
8.764. “All paid in advance.” 


Davenport. Catholic ser. 
Actual average for 1905, 5,31 


Davenpert. Times. Daily aver. Mar.12.792. 
Circulation in City or total guaranteed greater 
than any other puper or no puy Sor space, 


Des Moines. Capital. daily. Lafayette Young, 
am Sworn average circulation for 1906, 
41.751. Circulation. City and State, largest 
m Iowa. More advertising of all kinds tn 1906 
in 342 issues than any itur in 365 
Rate five cents a line. flat. 

Des Moines, Register and Leader—daily and 
Sunday—carries more Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average ci ion for Mar. dy. 80,722. 


Des Moines. Iowa State Register and Farmer, 

w’y. Aver. number copies printed. 1906, 82,1238. 

Den Moines. The People’s Sopaler Monthly. 
Actual average for 1905, 182,175. 


weekly. 





PRINTERS’ INK. 


Sioux City. Journal. Daily average for :.« 
sworn, 28,705. Morning, Sunday and Eveniny 
Editions. 


Sioux Olty. Le aT eras. Net sworn 
daily average 1906, 27.170: Feb., 1907, 80.16.45 

You can cover Sioux City thoroughly by using 
The Tribune only, Itis subscribed for by prac. 
tically tag | family that a newspaper can int -r- 
est. Only Lowa paper that has the Guar:n. 
teed Stur. 


KANSAS. 
Hutchinson, News. Daily 1906, 4.260. Mar, 
196,4.650, E. Katz, Specie Special Agent. N. zy. 


Lawrenee, World, evening evening and weekly. Cojics 
printed, 196, dail ly. 3.773; weekly, 8,084. 


Pittsburg, Headlight, dy. and wy. Geinal 
average Jor 1906, duily 5,96 2, weekly 8.278 


KENTUCKY. 


Lexington. Leader. Ar. ’06., evy. 5.157. Sun 
6.798; Jan ,’07, 5,356. Sy. 6,891. EL. Katz, 8. A. 

Owensboro. aut. re av., six months 
ending Jan. 4, 1907, 8.166. 


LOUISIANA. 

New Orleans. Item. Arerage Feb, am, hit oh 
water mark. 27,610; 54 ghee 1907, 2 784 
Rg hc Sa 1906, 24, 615 lass ca vewepaper 
of known cir adver a 


specialty, 
MAINE. 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual averaye Jor 1906, 1.271.982, 





Augusta. Kennebec Journal, dy. and wy, 
Average daily, 1906, 7.656, 


Bangor. pooper Average for 1906, daily 


9.695; weekly 28.578 

Madinon. Bulletin, wy. Cire., 1906, 1,5%1, 
Oniy paper in Western ern Somerset Co. 

Phillips. MaineWoods and Woodsman.weekly, 
J. W. Brackett Co. Average J for 116, 8.077%. 

Portland. pot ng Express. Average for 1906, 
daily 12.806. Sunday Teleyram, 8,041. 


MARYLAND. 
Annapolia. U. 8. Naval Institute, Proceedings 
of ;q.; copies printed av.yr. end’g Dec. 1906,1,7 62. 
Baltimore. American, daily Average 196, 
Sun., 77,488; d’y, 67.815. No return privileye. 


Baltimore. News, daily. Evening News Pub- 
lishing Company. Average 1906, 69.814. For 
April, 1907. 88.835, 
The absolute correctness of the 
latest circulation rating accorded 
NEws is guaranteed by tne 
ubdlishers of Rowell’s American 
lewspaper rectory. who will 
pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 
Boston. Christian Endeavor World. A leading 
religious weekly. Actual averaye 1905, 99,491, 


Boston. Evening Transcript (QO). Boston's 
tea table paper’. Largest amount of week day adv. 


Ketek ke 


Boston, Globe. Average 1906, daily, 182,9::6. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Laryest 
circulation of any Sunday newspaper in ‘ew 
England. Advertisements go in morning and 
afternoon editions for one price. 


We We We we We vr 
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A New Record Established in Cleveland, O., 
by April Advertising and Circulation 











HE month of April was characterized by two interest- 
ing facts with regard to advertising and circulation 
in Cleveland, Ohio. It was not only the biggest April 
“The News” ever had, both in advertising and circu- 

lation (and also the greatest month in the history of ‘‘The 

News,” excepting one month in 1906), but * The News” was the 

only Cleveland daily (counting all the dailies and all the-Sun- 

day editions of other papers) to make a gain in the net total 
volume of paid advertising. 

This establishes a new record, not only for ‘‘The News,” 
but for Cleveland. 

In April ‘‘ The News” (evening only) gained 2,824 inches of 
paid advertising (over April, 1906) and was the only Cleveland 
daily, either morning, afternoon or Sunday, to gain in loeal 
mereantile advertising, foreign advertising and classified ad- 
vertising. 

The other Cleveland afternoon newspaper sustained a loss 
of 1,236 inches, including 28 columns of local mercantile dis- 
play, making the constructive gain of ‘‘The News” over the 
other afternoon paper 4,050 inches. 

Both Cleveland morning papers, including their great 
Sunday editions, sustained enormous losses, as shown by fig- 
ures compiled by one of the morning papers. 

The trend of the successful advertiser in Cleveland is 
towards the best afternoon daily—the paper that goes into 
the homes and is read by all members of the family, thereby 
producing proportionately for its advertisers. 


AS 10 CIRCULATION 


The daily average circulation of ‘‘The News” during the 
month of April was greater than any previous month in its 
history, namely, 84,469 (all sample copies deducted). This is 
13,500 more than the circulation of any other daily in Cleve- 
land, with one exception, and the second largest circulation in 
Ohio, outside of Cincinnati. 























Sworn Statement Furnished on Request 








CHAS. A. OTIS, Publisher 


L. H. CRALL CO., Foreign Advertising Representatives 
NEW YORK and CHICAGO 
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BOSTON POST 


Average for March. 1907. Boston Daily 
Post. 240.148, increase of 6,4 
January. 1907; Boston Sunday 
Mareh. 1907, 284,184, increase ot 5,48 
over January, 1907. First New England cand 
to put in linotypes. First New England paper 
to put in the autoplate. Has in its big plant 
the largest and most expensive press in the 
world. Leads Boston newspapers in amount 
of foreign business. ‘“‘TheGreat Breakfast Table 
Rew of New Englana.” Covers Boston and 

ew England more thoroughly than any other 

aper. Bulk of its citcuiation delivered in 
onand of middle-class, well-to-do portion of com- 
munity. 


BS The absolute corr of the latest 


circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 


the first person who successfully contro- 
verts its accuracy. 





Gioucester, Daily Times. Every evening ex- 
capt Sunday. Sworn daily average 1906, 7,236, 


Holyoke. Transcript, daily. ‘ani average 
Sor year ending May, 1106, 7,38 


Lynn. Evening Item, Daily sworn ar, 
4906, 15,068: Jan., 1907, av. 16,017. The 
family per. Circulation absolutely unap- 
proached in quantity or quality by any Lynn 
paper. 


year 
Lynn 


Lynn, Evening News. Actual average for year 
ending Dec, 31, 1906, 27.226. 


Alone guar- 


Springfield, Current Events. 
Over 50,000. 


antees results, Get proposition. 


Springfield. Good Housekeeping, mo. Aver- 
aye 196, 209.579. No issue less than 225.000. 
All advertisements guaranteed. 


ine oburn. News, evening and wane. Daily 
. net paid cr. March, 1,528. Wkly, 1.481. 


Worcester. Evening Gazette. Actual sworn 

ones Sor 1906,11,401 ons daily; Feb., 707, 

5.306 ; March, 1907,15.768. Largest evening 
Beracme bing Worcester's **Home” paper. 
mission given A. A. A. to examine cirouiation. 


Woreester. L’ a. inion, Publique, daily (© ©). 
Patd average for 1906, 4,282 


MICHIGAN. 

Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net pela circulation. hy secrets, 
March dai ily average, 7. 684, 

Jackson, Patriot. Average Mar., 1907, 
7.508: Sunda Aes. — net paid. 
Verified by A. rn statements 
monthly. camination welcomed. 


Saginaw, Courier-Herald, daily, Sunday. 
Aterage 196, 14,897: Feb., 1907, 14.888 


Saginaw, Evening News, daily. Average for 
1906, 19,964; Mar., 1907, 20.648, 





PRINTERS’ INK, 


Tecumaech, Semi-Weekly Herald. 


average for 1906,1,153, 


MINNESOTA. 


Minneapolis. Farmers’ Tribune, twice a-week, 
W. J. Murphy, pub. Aver. for 1906, 37,886. 


Minneapolis. Farm, Stock and Home, se:nj- 
monthly. Actual | er 1905, ST,I87; aver. 
age for 1906, 100 Ag 


The sosolute accuracy of Farm, 

Stock & Home's circulation rating 

is guaranteed by the American 

ov UA ig fame nr Directory. Circulation is 
ractically | omnes to the Sarmers 

re ro OFM Dakotas, Western 
Wisconsin = aioe lowa. Use 


it to reaoh sectt section most projitadly, 


Actual 





Minneapolia. Journal, 1 Daily and Sunday. 
~ 1906 cane ante we aks circulation 74.054. Daily 
circulation for April, 1907, 76,758, 

for. er dude circulation, April, 1907,74.040. 
The absolute accuracy of the 


——— Ene yr oeet —_ is 
guarantee 7] e€ American Neivs- 
GUAR paper Directory. It reaches a 
greater number of the purchasing 

re to classes and goes into more homes 
thai any rr in its field. It 


brings result. 
ka Posten. 





Minneapolis, S 


Awerik 

Swan J. Turnblad, pub. 1000, 4906, 52.010. 
CIROULAT’N Minneapolis Tribune. W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
GUAA day Tribune average per issue 
Te ND Sor the year ending December, 
1906, was 81,272. The duily 
a. Ae Mins Tribune average per issue for 
paper ,Bivee- the year ending December, 1906, 

was 102,164, 

&t. Paul, A. 0. U. W. Guide. Averaye weekly 
circulation for 1905, 22.542. 
St. Paul. 
tion for January—laily 35.802 
457. 


Pioneer Press. Net average circula- 


+ Sunday 32,- 


The absolute accuracy of the 
Pioneer Presa circulation state- 
ments is guaranteed by the A imeri- 
can Newspaper Directory. 
per cent of the money due for sub- 
scriptions is collected showing that 

subscribers take the paper becuuse 
they want it, All matters pertain- 
ing to circulation are open to investigation. 


UA 
oC 
TEED 


Winona. Republican-Herald, Av Mar., 4.500 
(Sat. 5,200). st outside Twin Cities & Duluth. 


MISSOURI. 


Joplin. Globe, daily Average 1906, 15.254, 
Feb . 1907, 16, 694, E. Katz. Special Agent, N.Y, 


Kanaan City. Journal. Cire'n, 275,000; 
206.835 Weerly—display and ciassified, 40 
<= a line, flat; Oe Mage 2 and ee ot 

eckly 
cod Tethiay snes: te. 1 Literature on request. 





Kaneas City, Western M. Monthly. Reaches prac- 
tically all mail-order and general advertisers. 


St. Joseph, News and Press. Circuliution 
1906, 36.079. Smith & Thompson, Eust. Reps. 


&t. Louis. Courier of Medicine, monthly. 
Actual average for 1905, 9,925, 


St. Louis, Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000. 


St. Louis. National Druggist, mo. Henry R. 
Strong, Editor and Publisher. Average for 195, 
8,00) Ko} ©). Eastern office, 59 Maiden Lane. 

St. Louis. National Farmer and Stock Grower 
monthly. Averuye sor 1906, 104,200, 


MONTANA. 


Missoula, Missoulian. Every morning. 
erage 12 months ending Dec. 31, 1906, 5,107. 


Av: 





Actual 


A-week, 
5G. 


2, Semi. 
+ aver. 
Farm, 
rating 
lerican 
ation is 
irmers 
Vestern 
‘a. Use 
itably, 
unda 
Daily 
TOS, 
40 


of the 


e Sun- 
issue 
mober, 
daily 
le for 
, 1906, 


peekly 
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NEBRASKA. 
Lincoln. Deutsch- ‘Amerikan Farmer, weekly. 
Average 1905, 147. 2. 
Lineoln. erate pvawe, weekly. Actual average 
for 105, 150.7 


NEW HAMPSHIRE. 


Manchester, Union. Av. 4906, 16,758, daily, 
N. H. Farmer and Weekly Union, 5,550. 


Nashua, Telegraph. The only daily i in city. 
Daily average year endmg Dec., 1906, 4,871. 


NEW JERSEY 


Asbury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual pguenage Sor 
yearending December 3/, 1906, 9.02 


Elizabeth. Journal. Av. 1904. 5,522; 1905, 
6.515; 1906. 7.847; March, 1907, 8,161. 


Jersey City. Evening Journal. Arerage ad 
490. 28.005. First three months 1907, 28,9 


Newark. Eve. News. Net dy. av. for 1966, 
68.022 copies ; net dy. av. for Mar., 1907, 68,6380. 


Average 1996, 2.971. 


Plainfield. Daily Press. 
It's the leading paper. 


first? months, 1906,2.9 


Trenton, Evening Times. Arerage 1906, 18.- 
%7; March, 1907, 20.676; 4 dy. av, 20,485, 


NEW YORK. 
Albany. Evening Journal. Daiiy average for 
196. 16,251. It’s the leading paper. 


Batavia, Daily News. Average 1906, 7,227. 
Jan., 197, 7,474. Nothing like it elsewhere. 


Brooklyn. Standard Union. Printers’ 
Ink says, the Standard Union now has 
the largest circulation in Brooklyn. 
Actuai daily average. for 1906, 49,289. 


Buffalo. Courier, morn, Av.1906, Sunday .91- 
168; daily, 53.681; Enquirer, even.. 82.683. 

Wuffaio. Evening News. Daily averuye 1905, 
94.690; for 1906, 94.743 

Corning. Leader, evening. _Arerage 1904, 
6.238; 195, 6,395; 1906, 6,585, Feb. av., 6,820. 

Mount Vernon. Argus, evening. Actual fete 
average for 12 mos. ending Mur. 3/,’v7, 4,25 


Newburgh. News, daily. Ar. 6,5.477; 4,000 
move than all other Newburgh papers combined. 


New York City. 
Army & Navy Journal. Est.1863. Actual weekly 
average for 1906.9.706 (OO). 


Automobile, weekly ‘Average for year ending 
Dee. 28, 1906, 15, 212. 


Raker’s Review, monthly. W.R Gregory Co., 
publishers. Actual average for 1916, 6.488. 


Benziger’s Magazine, family monthly. Ben- 
soot ee Average for 1905, 44.166 for 
6,40. 


need weekly (Theatrical). aT -_ 
Pi b. Co,. Ltd. Aver. for 196, 26.611 ( 


£1 Comercio, mo. Spanish export. J. Shepherd 
Clark Co, Average for 1906, 8,542—sworn 


Jewish Morning Journal. Average for 1906, 
57,698. Only Jewish morning daily. 


Musie Trade Review, music trade and art week- 
ly. Average sor 1905, &.841. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1838. 
Actual weekly average for 
1906, 11.708. 

The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1906—all to paid-in-adrance sub- 
scribers. ¥F. M. Lupton, iisher. 





The Tea and Coffee Trade Journal. Average 
circulation for year ending Sept., 1906, 6,481; 
September. 1906. issue. 6.998, 


Theatre Magazine, monthly. Drama and music. 
Actual average for 1906, 60,009, 


The Worid. Actual aver. for 1905, Morn,. 805. 
490, Eveuing. 71.706. Sunday, 411.074. 


Rochester, Case and Comment, mo., Law. 
Av. for year 1905,380.000. Guaranteed 20,000. 


Schenectndy. Gazette, daily. A. N. Liecty. 
Actual average fur 1905, 18.0338; 1906, 15.809, 


Syracuse, Post-Standard. Dy. cir. last 3 mos. 
50.380 copies. ‘The home newspaper of Syracuse 
and the vest medium for legitimate advertisers. 


Troy, Record. Arerage circulation 
1906, 18,801. Arerage March, 1907, 
20.030, Only — in city which has 
permitted A. A. A. examination. 


Utiean. National Electrical Contractor, mo. 
Average for 1906, 2.624 


Utien. Press. daily Otto A. Meyer, publisher. 
Average for yeur ending Murch 81, 07, 14.927. 


NORTH CAROLINA. 


Coneord, Twice-a-Week Fagg Actual aver- 
age for 196, 2.455; 1905, 2,262 


Raleigh. Times. North Carolina's foremost 
afternoon paper. Actual daily a gd Jan. ist 
to Oct. :st, 1906, 6,551; weeiely, 5,200. 


Raleigh. The Merchants’ Journal and Com- 
merce, a magazine for woe men. Reaches 
9,063 —— in Va., N.C.,8.C., Ga., Fi 
Aia.. All _ in advance. Establish 
pages. Illustrated. The largest in size. circula- 
tion and advertising patronage of any trade pub- 
lication in the six States. Norman H. Johnson 
is editor-in-chief. 


Winston-Salem leads all N.C. towns in manu- 
facturing. The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 


Grand Forka, Normanden, Av. yr. 05, 7,201. 
Aver. for year 1906, 3,18 


OHIO. 


Akron. Times, daily Actual average for 
year 1906, 8,977. 

Ashtabula, Amerikan Po nomaes 
Actual average for 1905, 10. 


Finnish, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216: Sunday, S3,.869- 
Mar., 1907, 71,898 datly; Sun., 89,778 


Coshocton. Age, daily, Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers, 


Coshocton, Times, daily. Actual averuge for 
1906, 2,128 


Dayton, Laborers’ Journal, mo. Circulates 
generally in U.S. and Canada; 5c. agate line, flat 
rate. «av. for :906,12.816 copies. Sole exclu- 
sively Union Laborers’ paper published. 


Dayton,The Watchword. Illus. Young People’s 
Paper. Ar. 1906, 87.971. l5c. per agate line. 


London, Democrat, semi-weekly. Actual «ver 
age for 196 8,668; now guarantees 8,800. 


Newark. American Tribune leads in local 
and classitied advertising. Ask for the figures. 
March average 8,726. 

Springfield. Farm and Fireside, over 4 cen- 
tury leading Nat. agricult’] paper .Cir. 485,000, 


Springfield. Woman’s Home Companion. 
Circulation. 600.000; 150,000 above guar- 
antee. Executive offices, N.Y. Ci ty. 


Young n. Vindicator. op on. 18.740; 
Sy. 10,001: LaCoste & Maxwell, N.Y. & Chicago. 


Zaneaville, Times-Recorder. Ar. 1906, 11.« 
126, Guar’d. Leadsall others combined by 504. 
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OKLAHOMA. 


Oklahoma City, The Oklahoman. 7/906 aver., 
13.918; Mar. 197,19.414. E. Katz. Agent. N.Y. 


OREGON. 


Portland. Evening Telegram Largest exclu 
sive circulation of avy newspaper in Oregon. 


Portland. Jounal, +9 
25.878 ; for March, 197, 28.8 

The absolute oon ‘rectness of the 
lntest circulation rating ac 
corded the JoURNAL is guaran 
teed py the ouvlishers of Rowe!l's 
American Newspaper Directory. 
who will pay one hundred dollars 
vo the first person who success 
fully cortroverts its accuracy. 


hg verage 1906, 


ty) 
GUAR 
TEED 


Portland, Pacific Northwest, mo. /90¢ average 
15,588. Leading farm vaper in State. 
PENNSYLVANIA. 
Erle. Times, daily. «rer. for 1906, 17.110; 
Mar., 1907, 18.673. E. Katz, Sp. Ag., N. 


Harrisburg, Telegraph Sirorn ar. Feb., 14.- 
449. Largest paid cive!at'» in H’b’g or no pay. 


The official figures 

“Nearly for Philadelphia 
Everybody.”’ show that there 
are 290,701 dwelling houses in the 
city. The Bulletin’s average cir- 
culation for March was 267,029 
copies a day. This is pretty con- 
clusive proof that “In Philadel- 
phia nearly everybody reads the 
Bulletin,” 


Philadelphia, mo. 


Av. 105, 5.470: 


Contectioners’ Journal. 
14 (@©). 


1906, Sre00 





FARM JOURNAL 
PHILADELPHIA 


‘Unlike any other paper ”’ 











Philadelphia. German Daily Gazette. Arer. 
circulation, 1906,datly 52,922: Sunday 52.486. 
sworn statement. Circulation books vpen. 





| 





PRINTERS’ INK, 


Philadelphia. The Press is 
Philadelphia’s Great Home New .. 
GUAR 
AN on the Roll of Honor—the three 
Waa most desirable distinctions for 
any newspaper. Sworn averace 
circulation of the daily Press for 
1906, 100,548, the Sunday I’ress, 137,863 


Philadelphia, West Phila. Bulletin, weeki+, 
Circulation 5.000. James L. Waidin, publisher, 

Pittsburg. The pied Presbyterian. Weei!y 
circulation 1905, 21.3% 

Seranton. Truth. Sworn ec: rculation for 19° 
14,126 copies daily, with a steady increase. 


Weat Cheater. Local New 7 
daily. W. H. Hodgson. average sor 

05, 15.297. In its 34th year, 
Indrpendent. Has Chester County 
aud vicinity for its field. Devoted 
to home news. henze is 2 home 
paper. Chester County is second 
in The State in agricultural weaith. 


over 
YEED 


¥: ork. Dispateb and Daily. 
17.76 


Average for 19 * 


RHODE ISLAND. 


Pawtucket. Evening Times. 
Sor 196, 17.115 (sworn). 


Aver. circulation 


Providenee, Daily Journal. 18.051 (©60), 
Sunday, 21,840. \O@O). Erening Bulletin S¢,- 
620 averaye /w6é. Providence Journai Co.. pubs. 


Providence, Real Estate Register; finance, 
b’ld g, etc.: 2.528; sub’s pay 244% of total city tax. 
Providence. Tribune. Morning 10,35; 
Evening 81.118: Sunday. 16,320. hee 
progressive paper inthe field. Eve 
edition guaranteed by Rowell’s red N. ‘ 
Westerly.Sun. Geo. H. Utter, pub. aver. 19, 
4.027. Largest circulation in Southern R. 1, 
SOUTH CAROLINA. 
Charleston. Evening Post. Actual du waver 
age for 196,4.474. December, 196, 4.755. 


Coin in, State, Actual ¢ 
age Sor 196, daily (Q®), 11. 
copies; sem-weekiy. 2.625; Sun 
day (OO), 196, 12.228, Betas l 
average for tirst three months. / 
daily (@ ©) 12.525, Sunday 06) 
15.853. 
Spartanburg. Herald Actual eve | areraye 
December. 16, 2,250. 


Sor 1906, 2,180. 
TENNESSEE. 
Dentionatan, News. Arer. 
pene — c. 35, 1906, 14.70-. 
Only attanovuga ‘paper permit 
GUAR ing examination circulation by 
Assoc. Am. Advertisers, Carri 
re No more advg in 6 uays than morn- 
ing paper7 days. Greatest Wa 
Ad medium. Guarantees large-t 
circulation or no pay. 
Knoxville, Journal and Tr‘)- 
une. Daily areraye year endi 
December 31, 196. 18.692. Dai 
. last 3 months 1906, 1.247. 
One of only five papers 'i 
the South, and only paper 
Knoxvriile awarded tie Guarant 
Star, The leader in this field. 
Memphis, Commercial Appeal. daily, Sunday, 
weekly. average 1:6, dvily 38.927; Sundiv 
OS.256; weerly, 80.585, Smith & Thomps:', 
Representutires, N. Y. & Chicago. 


e 


Memphis, Times, we, Circulation yerr 


endiny December, 1906, 2.94 
Nashville, Banner, daily. Aver. for vear 19%, 
1,455: Jan. 197. 38.388: Feb. 1907, 87.27 t 


TEXAS. 


Beaumont. Texus. Enterprise. Arerage (995, 
5,487; preset output over 10,000 guaronte i, 
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El Paso, Herald. Mar. ar., 7,451. Merchants’ 
canvass * “Herald in 80% of ali E, P. homes.” 


VERMONT. 
Barre. Times, daily. F. E. Langley. Aver. 1905, 
8.527; 16,4.115, 


Burlington, Free Press. Daily average for 
1%. S459. Largest city and State circula- 
tion. Examined by Association of American 
Advertisers, 


Rutland. Herald. Average 1904, 2 
eraye 195, 4.286. Average 1906, 4,677. 


Av- 


St. Albans, Messenger. daily. Actual averave 
for 1905,8,051, for 1206, 8.558 copies per issue 


VIRGINIA. 
Danville, The Bee. Av. 196, 2.8267. March, 
497, 2,640, Largest cir’n. Only eve’g pauper. 


Richmond. News Leader. Sworn dy. ar. 1906, 
28.117. Largest in Virginias and Carolinas. 


Rocky Mount, Franklin Chronicle, wy. Ar. 
‘06, 1,610, March, ‘v7, 1,920 weekly. Home print. 


WASHINGTON. 

Seattle. The Daily and Sunday 
Times led all newspapers on the 
Pacific Coast nortn of Los Angeles 
in amount of advertising printed 
dente 1906, leading its nearest 
rival by over 178,000 inches display 
and 300,000 iines of classified. 

That tells the story of results. 

Average circulation tn 1906 was 42,172 daily, 
56,794 Sunday. Averages for January, 1907, 
were —Daily 44,911, Sunday 61,591. You get 
the best quality and largest quantity of circula- 
tion perfectly blended when you buy space in 
the limes, the b'ggest newspaper success of the 
last decade on the Pacific Coast. 


Seattle, Post Intelligencer (OO). 
Arerage for Mur., 1907, net—Sun- 
day, 28.959; Daily, 29.955; 
weele day. 28.224, Only sworn 
circulation in Seattie; only guar- 
anteed Gold Mark and largest 
gen uine and cash paid circulation 
n Washington ; highest quality, 
the best service, the greatest results always. 


ivy .\ 
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Tacoma, Leager. A: erage 1906, daily. 16.0593 
Sunday 21,798. 

Tacoma, News. 
urday, 17.610, 


WEST VIRGINIA. 
Parkersburg, Sentinel. daily. R. E. Hornor, 
pub, Average for 16, 2,640, 
Ronceverte. W.Va. News. wy. Wm. B. Blake 
& Son, pubs, Aver. 1906, 2,220, 


WISCONSIN. 

Janeaville, Gazette. diy and s.-w’u. Cire’n 
ist / mos, 1907, daily 3.508 ; semt-weekly 2,552 

Madison, State Journal, dy. Average 1906, 
8.602; for Jan. and Feb.. 1907, 4,609, 

Milwaukee Evening Wisconsin, d’y, Av. 1906, 
25.450 (@@). Carries largest amount of ad- 
ver'tising of any paper in Milwaukee. 


Average 1906,16,109; Sat- 
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Milwaukee. The Journal, ev'g, 
independent. Arer. for Mar., 146, 
48.943: Mar., 1%7. 51,490, 
Daily gan, 7,547. The Journal’s 
paid circulation in the city alone 
is larger than the total paid circu, 
lation of any other Milwaukee pa 
per, morning, evening or Sunday™ 


Northwestern. daily. Average for 


, WISCONSIN 
Y AGRICOITORIST 


Racine. Wis., Estab. 1877. 
Actucl weekly averaye for year 
euded Feb, 28, 1907, 51,126. 
Larger circulation in Wiscon- 
sin than any other paper, Adv. 
$3.50 an inch. N. Y. Office, Tem- 
ple W.C. Richarason, Mgr. 


WYOMING. 


Cheyenne, Tribune. Actual daily average net 
for 196, 5,126; 8seni-weekly, 3,89. 


BRITISH COLUMBIA. 
Vancouver. Province. daily. Arerage for 
1906, 10,161: Mar. 1907,12.854. H. leClerque, 
U.S. Repr., Chicago and New York. 


Victoria, Colonist, daily. Colonist P. & P. 
Co. Average for 1906. 4,592: Jan., 197, 4,986. 
U.S, Rep., H. C. Fisher, New York. 

MANITOBA CAN. 

Winnipeg. Free Press, daily and weekly. Av- 
erage for 196. daily, 34.559: daily Mar., 4907, 
37.902; wy. av. for mo. of Mar., 24.978. 

Winnipeg, Der Nordwesten. Canada's Ger 
man newsp’r. Av. 1906.16.177. Rates 66c. inch. 


Oshkosh, 
1906, 8.099. 


wnipee., Telecram. Daily aver. March, 


Weekly av., 20,287. Flat rate, 3c. 


NOVA SCOTIA, CAN. 
Halifax, Herald (© ©) and Evening Mail. 
Circulation, 1905, 15,558. Flut rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade. monthly Arerage for 1905, 6.0388. 


Teronto, Canadian Motor, monthly. Average 
circulation for 196, 4,540, 


Toronto, The News. Daily average circula- 
tion for the month of February, 1907,40,210. 
Advertising rate é6c. per inch, flat. 


QUEBEC, CAN. 


Montreni. La Presse. La Presse Pub. Co. 
Lta., publishers. Actual arerave 1905. dazly 
96,771; 1906, 100,087; weekly, 49,992, 


Montreal, ‘he Daily Star and 
The Family Herald and Weekly 
Star have nearly 200.000 subscrib- 
ers, representing 1.000,000 readers 
—one-fiftn Canada’s pulation. 
Ar. cir. of tne Duily Star for 1906, 
60,954 copies daiiy. the Weeklu 
Stur, 128,452 copies each issue. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








CONNECTICUT, 
\ ERIDEN, Conn.. MORNING RECORD; old es 
4 tablished tamily newspaper; covers field 
60.000 high-elass pop.; leading Want Ad paper. 
lassifiea rate, cent a word; 7 times.5 centsa 
word, Agents Wanted. half a cent a word. 


DISTRICT OF COLUMBIA, 
na E EVENING and SunpDay Stak. Washington. 
' D.C. (@ ©). carries DOUBLE the number of 
Want ADs of any other paper. Rate lc. a word. 
ILLINOIS. 


‘| HE, DAILY NEWS is Chicago’s “Want ad” 
Directory. 





HE Champaign NEWS is the leading Want ad 
medium of Centra! Eastern lilinois. 


ified ad- 





ye TRIBUNE publishes more cl 
vertising than any other Chicago newspaper 


INDIANA. 

7 INDIANAPOLIS NEWS prints every day 

every week. every month and every year. 
more paid classified (want) advertisements than 
nll the other Indianapolis papers combined. The 
toral number it printed in 1906 was 315,300, an 
nverage of over 1,000 every day, which is 126,929 
more than all the other \(ndianapolis papers had, 





22 


STAR LEADS IN INDIANA. 


* During Mar., 07, the INDIANAPOLIS STAR gained 
$24 1-3 columns over Mar., 06—the STAR carried 
87 1-3 more columns than its nearest competiter. 
The INDIANAPOLIS STAR has sed the 100,000 
circulation mark. Rates, 6c. per line. 


TS HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 


INDIAN TERRITORY, 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 
4 ee Des Moines CapiTaL guarantees the lar- 
gest city and the largest total circulation 
in lowa, The Want columns give splendid re- 
turns always. ‘he rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week, Saturday the big day. 
HE Des Moines REGISTER AND LEADER; mguly 
morning paper; carries more ‘“‘wan 
vertising than any other iowa momapaper. One 
cent a word, 
KANSAS. 
PPEAL TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 
je Topeka CAPITAL in ITAL in 1906 gained 89,960 
aid “*\\ants” over 195, and carried 15,933 
more Span all other Topeka dailies combine* 3 oe. 
line. Only Sunday paper. Largest circulation. 
MAINE. 
HK EVENING EXPRESS carries more Want ads 
than all other Portiand dailies compined. 
MARYLAND. 
hig" Baltimore News carries more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore. 
MASSACHUSETTS, 
HE Boston EVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘hey 
expect to find all good places listed 1n its adver 
tising columns, 
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T th BOSTON GLOBE, L py 4 and Sunday, for 
the year 1906, printed a total of 444,75 ‘paid 
“want” oan. There was a g: of 17,530 over the 

send 1905, and was 201,569 more than any other 
Boston paper carried for the year 1906. 
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G Sores, 5 days, 25 cents Daity EntTRR- 
PRISE, Brockton. Mass. Circulation, 10,000 


MINNESUTA 
T HE ne pe lh. saepe 18 the recognized 
te Minneapolis 7 and Sunday JOURNAL 
carries more classitied —w than any 
other Minneapolis newspa No free Wants 
and no Clairvoyant nor o! jectionable medicai 
fareeeneenes ts rinted olen fied Wants printed 


in April, lines. Individual advertise 
ments, 


CIRO’LAT’N © 





HE MINNEAPOLIS TRIBUNE is 
the oldest Sesmeapeis Say 
and has over 100,000 subscribe: 
It publishes over 80 columns ‘of 
Want advertisements every week 
at price (average of two 
pages a day); no free ads; price 
Mngt both — and even- 
ing issues. Rate, 1 
ae. Daily or Sunday. 


MISSOUKI. 
ing Joplin GLoBr carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minim um, lic. 


by Am. Newa- 
paper Di’tory 


MONTANA, 
be Anaconda STANDARD is Montana’s great 
Ad’? medium; le. a word. Average 
circulation (1906), 10,778; 778; Sunday, 14,007. 
NEW JERS) JERSEY. 
‘HE NEWARK EVENING News is the recognized 
T Want-ad Medium of New Jersey. - 
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PYDIATT LY Des 


PRINTERS’ INK. 


N EWARK, N. J, Frere ZEITUNG (Daily ani 
Sunday) reaches bulk of city’s 100,000 Ger 
mans, One cent per word ; 8 cents per month. 


NEW YORK. 


"\,Hf EAGLE has no rivais in Brooklyn’s 
classified business. 

A= EVENING JOURNAL, Kastérn N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon. N.Y. Great- 
est Want ad medium in Westcbester County, 


\y EWBURGH DAILY NEWS. recognized leader 
in prosperous Hudson Valley. Circulation, 
UFFALO NEWS with over 95,000 circulation, 
isthe only Want Medium in "Buffalo and the 
oreagen Want Medium in the State, outside of 
New York City. 


PRINTERS INK, published weekly. The rev- 
ognized aud leading Wantad medium for 
want ad mediums, mail order articles, advertis- 

novelties, printing. typewritten circulars 

ber stamps, office devices. adwriting, half: 
tone making, and practically anything whicn 
interests and appeals pd Loa jchesginles and busi- 
oess men. cents 
a line per issue flat, six ‘words to a line, 


ATERTOWN Dally STANDARD. Guaran- 
teed daily average 1906, 7,000. Cent aword, 
OU). 
OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per word. Largest circulation. 
OKLAHOMA. 
HE OKLAHOMAN, Okla. City, 19.414. Publishes 
more Wants than any 7 Vkla. competitors. 
PENNSYLVANIA. 


’ hier Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
Greatest circulation, 


RUODE ISLAND. 


T= EVENING BULLETIN—By far the largest cir- 
culation and the be:t Want medium in lt. 1. 


Ts EVENING TRIBUNE, Providence, R. [., lar 
gest paid circulation in the State. 





other paper. 


SOUTH CAROLINA. 
cae — NEWS AND COURIER (QO), Charleston, 
8.C Great Southern Want ad medium; ic. 
a word; minimum rate 26c. 


fMHE Columbia STATE (OO) carries 
more Want ads than any other 
South Carolina newspaper. 


WASHINGTON, 
HE Post-INTELLIGENCER 

Wasnh., is the leading “Classitied 
i the Pacific Northwest. 
P.-I, Want ads be- 
a genuine “want,” hence 
greatest results to advertisers. Over 41 ¢vl- 
umns a day was the average for March. 1:07; 
26 departments; 360) separate classifications. 

Write for sample copy. Rates, 10c. per line. 


CANADA. 
A PRESSE. Montreal. Largest daily circula- 
4 tion in Canada witnout exception. (lsily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


Mp HE DAILY TELVGRAPH, St. John, N. B., is the 

want ad medium ot the maritime provines. 
Largest circulation and most up to-date paver of 
Eastern Canada. Want ads ove cent a word. 
Minimum charge 25 cents. 


S ees Montreal DAILY STAR carries more Want 

advertisements than ail other Moncreal 
dailies combinea. The FamiLy H@RaLp Xv 
WEEKLY STAR carries more Want advertisem <ts 
than any other weekly paper in Canada. 


PRE Winnipeg FREE PRESS carries ‘ore 

“Want” advertisements than any ‘her 
daily paper in Canada, and tore advertiser nts 
of this nature than are contained in all the ther 
daily “oo = ished in Western Canada .om- 
bined. Kates o; rol ad word per day, or ‘our 
cents per word p per w 


), Seattle, 





Taree, 
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GOLD MARK PAPERS@6©) 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspas 
Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


per 
marks(@ ©). 





* WASHINGTON, D.C, 
THE EVENING AND SUNDAY STAR (@0). 
Reaches 90% of the Washington homes, 


GEORGIA.) 
ATLANTA CONSTITUTION. Aver. 1905. po 
$8,590 (@©), Sunday 48,731. Wy. ’04, 107, 
AUGUSTA CHRONICLE (@©). Only morning 
paper; 1905 average 6.043, 
ILLINOIS, 
GRAIN DEALERS’ JOURNAL (©O), Chicago, 
prints more cias’fi’d ads than all others inits line. 


THE INLAND PRINTER, Chicago, (@@). Act- 
ual average circulation for 1905, 1 15,866, 


BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” journal for baxers., Oldest, best known. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE COURIER - JOURRAL (© ©). 
Best paper in city ; read by best people 


MAINE. 

LEWISTON EVENING JOURNAL. daily. Aver. 

for 1905, 7,598 (© ©), weekly 17,448 © ©). 
MASSACHUSETTS. 

Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (QO). 

BOSTON EVENING TRANSCRIPT (@O), estab- 
lished 1830. The only gold mark daily in Boston 

TEXTILE WORLD RECORD (@@), Boston, is 


uoted at home and abroad as tne standard 
mnerican textile Journal. 


WORCESTER L’OPINION PUBLIQUE bd ©) is 
the leading French daily of New Engla 


MINNESOTA, 


NORTHWESTERN MILLER 


(©) sinnen, seagate, Minn ; $3 per year. Covere 
millin, our trade all over the world. The 
only “ om Mark” milling journal (©). 


NEW YORK. 
NEW YORK TIMES (@©). Largest gold-mark 
salesin New York. 


BROOKLYN —_—-* THE advertising 
medium of Brook! 


THE POST EXPRESS (©©). Rochester, N 


ems 
Best advertusing medium in this section. 


First in 


_ ARMY AND NAVY JOURNAL (©). 
its class in circulation, infi and 
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ENGINEERING NEWS (@@).—The leading 
American authority.—‘ — Tribune, Scranton, Pa. 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical echnical paper in the world. 


VOGUE ( ) carried more more advertising in 1906 
than any § er magazine, ¥ weekly or monthly. 


ELECTRICAI. REVIEW (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 





NEW YORK HERALD (©©). Whoever men- 
tions America’s Ceeeng | newspapers meptions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MAGAZINE. 


HARDWARE DEALERS’ MAGAZINE, 
In 1906, average issue, 20,791 (OO.) 
Specimen copy mailed u uest, 

T. MALL , Pub., 253 Broa way, N. ¥. 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser. 


ELECTRICAL WORLD (@@). Established 1874, 

he great international weekly. Circulation 
audited, verified and certified by the eel ng 
of American Advertisers. Average weekly cir- 
culation first six months of 1906 was 18,865. 


PENNSYLVANIA. 


CARRIAGE MONTHLY (© ©), Phila. Technical 
journai; 40 years; leading vehicle magazine. 


THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

paper. Sworn circulation of os Daily Press, 
100,548; The Sunday Press, 187,868 





THE PITTSBURG 
© DISPATCH 


The newspaper that judicious ad ge 
always select first to cover the pro- 
ductive. Pittsburg fleid. (nly ‘wo- cent 
morning paper assuring & 
profitable to advertisers es) 
delivered circulation in Greater Pittsburg. 











RHODE ISLAND, 


PROVIDENCE JOURNAL (@6©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


THE STATE (@O), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA, 


THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (© Only 
morning paper in Seattle. Oldest in Si ie, The 
biggest and best. Always reliable. Always ahead, 


WISCONSIN. 
THE MILWAUKEE EVENING WISCONSIN 
(@©), the only gold mark daily in Wisconsin. 


CANADA. 


THE HALIFAX HERALD (O 
ING MAIL, Circulation 15,558, 


tena the EVEN 
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A Specia 


The Advertising of § a 





Nr @ RINTERS’ INK is now compiling: 


of hotels located at the Summer§no 1 

\- ' Winter Resorts of the United Si thi 
and «=Canada. The list will b 
complete as that possessed by any paper in 
country. On account of the care exercise 
‘ compilation it should be the most accurate 0 
Resort lists. 

The issue of Printers’ Inx for May 22d 
be sent to the manager of the hotels upon | 
list. The issue will contain informing arti 
upon Hotel Advertising at Resorts. It 
conform to the high standard set by previ 
Special Issues of Printers’ Inx, notably the is 
to Schools, put out in February. The aimt 
be to make the number so valuable that it 
be preserved, and referred to when the quest 
of copy and mediums arises. 

Newspapers or magazines that desire 


For space in this issue 
address at once 


me 











PRINTERS’ INK. 








Printers Ink 
f F and Winter Resorts 








mre a large share of Resort advertising can 
no more effective and economical medium 
nh this issue of Printeks’ INK. 








ress-Day for this edition 
May 15, 1907 








There will be no advance in the advertising 
is, which are as follows: 
@ Ciassiriep ApverTISING: 20 centsaline. Dzis- 
ApvertTIsinc: $40 a page; $20 a half-page; 
a quarter-page; $3 an inch. If a SpeciriEep 
Wwer10n, selected by the advertiser, is allowed, 
ble price is charged for the space used. 
Five per cent discount is allowed from 
fe prices if payment accompanies the order 





10 SPRUCE STREET 
NEW YORK CITY 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


t= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On rece ipt of five dotlare as. paid 
subscriptions, sent in at one time, w: Wd 
down for one year each and a wth —— 
at the same rate. Five cents a copy. 
dollars a hundred. Being printed from Pn 
type plates, itis always pa to supply back 
numbers, if wanted in lots of 500 or more, but in 
= -—' cases the charge will be five dollars a 
uni 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure 

15 lines to = inch ($3); 200 lines idthe page ($40): 

For spec el aa selected by the adver- 
tisers, if gtr an double price is demanded. 

Un time contracts the last copy is repeated 
when new > yor to come to hand one week 
in ae of 

Contracts by th e month, quarter or year, May 
be discontinued at the pleasure of the advertiser, 
and space u: paid 1 for pro rata. 

Two lines Hiest adverti t taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 


OFFICE: NO. 10 SPRUCE ST. 


Telephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


New York, May 8, 1907. 














CoMMON sense is a qualification 
that should be cultivated by all 
adwriters. 


Or all the chief methods of 
publicity that have sprung up in 
the new era of advertising not 
one has been discarded. 


THE company which managed 
the recent mining exposition in 
New York, made an assignment 
for the benefit of creditors at the 


close of that exhibition. The lat- 
ter failed to arouse sufficient in- 
terest to make it profitable. 


THERE are few cities in the 
world having more newspapers, 
of varied tongues, than Buenos 
Aires. Besides the papers pub- 
lished in the “national” language, 
with its wide divergencies from 
Spanish, there are papers publish- 
ed in Castilian, in Catalan, in 
Italian, French, German and Eng- 
lish, in Basque, in Norwegian and 
in Danish, in Arabic, Syrian, 
Hebraic, Servian and in several 
dialects, while in the Chubut ter- 
ritory the Welsh organ has con- 
siderable sale and influence, 


Tue Oakland, Cal., Tribune is 
preparing to install another Goss 
sextuple press—the . second since 
the San Francisco fire. The 
Tribune claims to carry more ad- 
vertising than any San Francisco 
paper, and more than the other 
Oakland papers combined. 


THe oldest national bank in the 
United States is the Bank of 
North America, New York, 
which celebrated its 125th anni- 
versary January 7, and paid its 
249th dividend the same day. Its 
charter was granted by the Conti- 
nental Congress in 1781, and it 
opened for business January 7, 
1782. 


THE campaign against substitu- 
tion began, it is said, in the pub- 
lications of the Butterick Publish- 
ing Company. The anti-substitu- 
tion articles of Wm. H. Black, 
advertising manager of the But- 
terick Trio, appear for the most 
part as editorials in the Delin- 
eator, and as fillers in the other 
two magazines. 


Announcement _ is 
A New made from Harris- 

Agency. burg, Pa., of the 
organization of the McFarland 
Publicity Service, Inc., an adver- 
tising agency specializing in hor- 
ticultural, publishers’, resort, real 
estate and city promotion ’busi- 
ness. This agency is a develop- 
ment of the J. Horace McFarland 
Company’s printing establishment, 
the Mount Pleasant Press, brought 
into special prominence by the 
excellence of its work in the 
printing of magazines of outdoor 
life—first Country Life in Ameri- 
ca, then Country Calendar and 
now Suburban Life. J. Horace 
McFarland is the president of the 
new concern and Jefferson 
Thomas is vice-president and ge n- 
eral manager. O. P. Beckley is 
secretary and E. C. Thompson 
treasurer. 

The McFarland Publicity Ser- 
vice announces that it will employ 
no solicitors to secure business, 
and that in many cases its charge 
for service will exceed the usual 
agency commissions, 
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PRINTERS’ INK. 


It is good business if the ad- 
vertisement creates in you a de- 
sire to have the article advertised 
—otherwise not. 

Heat: FAULKNER, New York, 
special representative, has re- 
moved from the Flatiron Build- 
ing to Metropolitan Life Build- 
ing. 


HERMAN Ripper, publisher of 
the New York Staats-Zeitung, 
recently announced that he would 
establish an afternoon paper in 
New York, in English, patterned 
after his present publication, but 
said that no date had been set for 
launching it. 


Current Literature’s publication 
offices have been moved to 41 and 
43. West 25th street, New York, 
gaining additional room to ac- 
commodate the increased circula- 
tion and advertising business that 
has come to this magazine the 
past year. Edward C. Locke is 
advertising manager of Current 
Literature, 


One of the best assets of the 
Chemical National Bank, New 
York, is Mrs. Hetty Green, who 
is a small stockholder and a large 
depositor. For years Mrs, Green 
has used the bank’s rooms as her 
New York office, and this con- 
nection has brought the bank 
much free publicity. In moving 
to its new building at 270 Broad- 
way recently the officers made 
provision of desk room for Mrs, 
Green. 

WiiaM J. JoHNsToN, publish- 
er of the American Exporter, died 
April 28 at his home, 774 West 
End Avenue, New York City. He 
leaves a widow, four daughters 
“he four sons. He was born in 

Ireland in 1853, came to New 
York in 1868 and was at first em- 
ployed as a telegraph operator. 
He founded a paper called the 
Operator, which became the Elec- 
ivical World, and was conducted 
by him for twenty-five years. In 
the early ‘90s he took over the 

Engineering and Mining Journal, 
the management of which he held 
mtil 1905, when he took charge 
of the American Exporter. 
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Lep by the Union and Adver- 
tiser, all the Rochester. papers 
have reduced their price to one 
cent a copy. 


THe New York office of Sys- 
tem has been moved from the 
Metropolitan Building to 44 East 
23d street, across the street, 


Tue Greenville Banking and 
Trust Company, of Jersey City, 
has sent out a little booklet for 
the one purpose of securing de- 
positors. It makes a strong ap- 


peal in brief space—and ought to 
secure new business for the New 
Jersey bank. The booklet was de- 
signed, and the copy prepared, by 
the Cameron Selling Service, 78 
Fifth Avenue, New York. 


On April 30 the- Cleveland 
News printed a double page ad- 
vertisement for the May Com- 
pany department store which con- 
tained 781 square inches. This is 
the largest single advertisement 
that can be published in Cleve- 
land, inasmuch as the News is 
the only paper in the city with 
column measure of _— standard 
width. 

Mr. Daniels - On April 30 the 

retirement of 
Retires, George H. Dan- 
iels from active service with the 
New York Central Railroad was 
announced. Mr. Daniels became 
general passenger agent of the 
system in 1889, and for the past 
two years has been at the head of 
its advertising bureau. Since the 
death of Mrs. Daniels a year ago, 
an event that affected him deeply, 
he has wished to give up_ his 
work. John C. Hammond, who 
has been press representative of 
the New York Central for sever- 
al months, will succeed him. 
George H. Daniels was born in 
Illinois, December 1, 1842, and 
entered railroading as a rodman 
with the Chicago & Pacific Rail- 
road. He was first made general 
passenger agent in 1872, went to 
the Wabash in 1880, was a rail- 
road commissioner for various 
lines from 1882 to 1887, and has 
been, at all times, active in pas- 
senger traffic and transportation 
advertising affairs. 
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Lou!s é 
representative, 
York, removes 


KLEBAHN, publishers 
Temple Court, New 
to-day to new 


offices at 48 West 27th street, 


A Book called “Bank Advertise- 
ments,’ reproducing display an- 
nouncements of 2.700 banks and 
trust companies, has just been 
published by the W. B. Conkey 
Co., Chicago. 


WALTER J. Travis, the golf- 
player, lately an advertising agent 
in New York City, has become a 
Wall Street broker, and now 
manages a branch office at 5 West 
85th street for the Stock Ex- 
change house of Waterman, An- 
thony & Co. 


“Wuo Will Keep the Pot Boil- 
ing When You are Hurt?” is the 
title of a new folder from the 
Maryland Casualty Company, Bal- 
timore. It deals with accident in- 
surance, and shows its utility by 
stories of protection afforded 
policy holders who took out such 
insurance, gathered from the com- 
pany’s own records, 


THE advertising for Sanitas 
Toasted Corn Flakes in Chicago 
newspapers has brought such re- 
sults that the manufacturers have 
difficulty in supplying the demand. 
With greater factory facilities the 
newspaper campaign will be ex- 
tended to other cities. The 
Clague-Painter-Jones agency, Chi- 
cago, places this business. 


THE Jamestown Exposition 
managers are evidently not going 
to make the mistake that was 
made in St. Louis, relying on the 
charity of the press for ‘publicity. 
Large numbers of painted bulle- 
tins advertising this show are 
now installed about the country, 
while regular display advertise- 
ments also appear in magazines. 


THE Baer-Wadsworth Co. has 
just closed a contract with Bed- 
ford Mills for a continuation of 
their magazine advertising for 
Suesine Silk. The campaign will 
cover twelve months and amounts 
to $89,000. The Suesine Silk Ad- 
vertising Campaign has been one 
of the greatest successes known 
in the history of the textile trade. 


H. R. Reep has been appointed 
advertising manager of the Red 
Book Corporation, Chicago, pub- 
lishers of the Red Book and Blue 
Book, For eleven years Mr. Reed 
was western manager for Review 
of Reviews. 


JuLtus KAHN, organizer of the 
defunct First National Co-Opera- 
tive Society, which did a business 
on mutual-ownership mail-order 
lines in Chicago, has been acquit- 
ted in that city of a charge of 
using the- mails to defraud, find- 
ing that Kahn's intentions were 
honest and that failure was attri- 
butable to lack of ability to real- 
ize his plans. 

A NEW idea in banking by mail 
is advertised by the Metropolitan 
Trust and Savings Bank, Chicago. 
Depositors pay money to their 
local express agent in any part 
of the country, and the bank for- 
wards them a book of drafts pay- 
able at the store of any merchant 
in their own locality, while the 
stores and mail-order houses of 
Chicago also accept these drafts 
for goods. This practically givesa 
checking account for moderate 
deposits. 


Ireland in The Ireland Ad- 
vertising Agency, 
New York. of Philadelphia, 
which does a larger business in 
the preparation of local retail ad- 
vertising than any other agency 
in the world, is to open an office 
in the Brunswick Building, New 
York, about August 30, and will 
develop the same class of busi- 
ness in the metropolis. Enough 
retail accounts have already been 
secured to make the office profit. 
able, and Mr. Ireland said the 
other day that his entry into the 
metropolitan retail field was re- 
garded with satisfaction by ad- 
vertising managers of New York 
daily papers. A direct telephone 
wire will connect the New York 
and Philadelphia offices, and busi- 
ness will be handled on practic:l- 
ly the same basis as at the home 
office, by sending out reporters 
every day to clients, gathering 
their store news, writing their an- 
nouncements and placing them in 
the papers. 
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Clinical Medicine, it is stated, 
leads: all other medical journals 
in the point of paid advertising, 
the May number showing .9o 
pages. Much of this advertising 
is general, including Welch Grape 
Juice, Egg-O-See, Harrington & 
Richardson Arms Co. and Rals- 
ton Purina Mills. 


A coop method of getting direct 
returns on neighborhood mail 
campaigns is followed by the Cas- 
well- Massey Company, retail 
druggists, 257 Sixth Avenue, New 
York. A series of folders is sent 
to residents within a radius of a 
mile, inviting them to visit the 
company’s soda fountain, and the 
last folder has attached a coupon 
which is good for a glass of any 
drink sold thereat. 


“Trust Company Publicity” is a 
booklet issued by the Mercantile 
Trust Company, St. Louis, giv- 
ing the text of sixty newspaper 
ads lately used by this institution. 
A series of ninety-five was print- 
ed altogether, five different ones 
appearing each day.. Festus J. 


Wade, president of the company, 


published the booklet for the 
benefit of other bankers, and has 
mailed 6,000 copies to banks and 
trust companies throughout the 
country. The advertising mana- 
ger of the Mercantile Trust Cor 
pany is John Ring, | i fig 


A NEW advertising agency, es- 
tablished several months ago in 
Montreal, is the Penfold Adver- 
tising Company, 107 St. James 
street, that city. It is headed by 
F. J. Penfold and W. V. Thomp- 
son. For several years Mr. Pen- 
fold was advertising manager for 
E. H. Gray & Company, Mon- 
treal, and Mr.’ Thompson was 
employed by the Hampton agency, 
New York. The agency will con- 
fine itself for the present to finan- 
cial copy and is only soliciting 
such accounts, among which are 
the following: Mother’s Favorite 
Soap Company; N. W. Harris, 
Boston, Mass.; Bopart  Bros., 
brokers; Royal Security Corpora- 
tion; Dominion Tobacco Com- 
pany; Underwood Typewriter, 
and E, H. Gray & Company. 


The average business man has 
trained himself to throw away all 
of the advertising matter he re- 
ceives, except the things which he 
requires for future reference and 
the things which appeal to him so 
strongly that he has not the heart 
to part with them. 


He knows from experience how 
such things accumulate and _ in- 
stinctively wheels his chair around 
so that he faces the waste basket 
when he opens his mail. 


It is pretty safe to say that nine 
men out of ten throw away nine- 
tenths of all advertising matter 
that comes to them. ‘Lhe only 

way in which you can make it 
sure that your advertising does 
not meet that fate is to put things 
into it which your prospective cus- 
tomers will want to keep for 
future guidance, or to print it in 
such a way that nine out of ten 
will admire it, keep it and prize 
it. It is a very good plan to do 
both. 


A book or catalogue with things 
in it that your customer really 
wants to read, printed in a way 
that pleases him and impresses 
him so much that he is actually 
afraid somevody will steal it 
away from him, is a combination 
which cannot be beaten. 

* * * 

In printing we have no rules 
except good taste and good judg- 
ment. We produce printed mat- 
ter that absolutely refuses to be 
thrown away for the reason that 
it shows thought, study, origin- 
ality and peculiar fitness to the 
purpose for which it is intended. 
The man who gets hold of it not 
only knows that it is good, but 
realizes that it is particularly and 
peculiarly good for the business 
to which it is devoted. 

Let us consult with you on the 
subject of your printing. 

Address me personally, 

GrEoRGE ETHRIDGE, 


THE ETHRIDGE COMPANY, 
No. 41 Union Square, 
*Phones 4847-8 Stuyvesant. 
New York City. 
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For the first four months of 
1907, McClure’s average circula- 
tion exceeded 487,000—over 73,000 
in excess of the guarantee. 


J. Watter THompson’s Chi- 
cago office is to be moved from 
the New York Life Building to 
the Rookery Building, that city. 


The Herald, of Oak- 

land, Cal., is the only 

ue paper in the State 

waa) =which backs up its cir- 

culation statements with 

the Star Guarantee of Rowell’s 
American Newspaper Directory. 


A coLLtecTion of folders from 
the New Haven Mills Mfg. Co., 
New Haven Mills, Vt., contains 
brief talks about the company’s 
product—light, strong mailing 
boxes made of basswood for mail- 
ing light merchandise, advertising 
novelties, etc. These boxes are 
furnished plain or printed, and 
range in price from $12 a thou- 
sand upwards, The Little School- 
master suggests that the com- 
pany print pictures of typical 
mailing boxes on its literature, 
with approximate prices, mailing 
weights, etc., giving to persons 
who may never have used such 
containers the requisite data from 
which to determine whether they 
want to use them. 


The Timber 


Supply. is using over 
six times as much wood as he 
would use if he were in Europe. 
The country as a whole con- 
sumes every year between three 
and four times more wood 
than all of the forests of 
the United States grow in the 
meantime. The average acre of 
forest lays up a store of only ten 
cubic feet annually, whereas it 
ought to be laying up at least 
thirty cubic feet in order to fur- 
nish the products taken out of it. 
Since 1880 more than 700,000,000,- 
ooo feet of timber have been cut 
for lumber alone, including 8o,- 
000,000,000 feet of coniferous tim- 
ber in excess of the total con- 
iferous stumpage estimate of the 
Census in 1880. 


Every person in 
the United States 


ANOTHER “advertising show’ js 
to be held in Madison Square 
Garden, New York, May 16 to 23. 
Parker & Bieder, the managers, 
have a New York office at 116 
Nassau street. 


JourNEAy & BurNnuHAM, the old. 
est department store in Brooklyn, 
dating from 1844, has gone into 
the hands of a receiver, and the 
business is to be wound up. Its 
failure is said to be due to loca- 
tion too far from the shopping 
district on Fulton street. The 
stock, which will be sold by auc- 
tion, on sealed bids, is valued at 
$300,000. The store was promi- 
nent as an advertiser in Brooklyn 
and New York dailies. 

oo Thomas Beechan, 
the famous Eng- 

Dead. lish proprietary 
manufacturer who built up Beech- 
am’s Pills, was recently buried in 
England, ‘dying at the advanced 
age of eighty-six, after a few 
hours’ illness. A native of Ox- 
fordshire, Thomas Beecham as a 
youth went to Wigan. Then about 
fifty years ago he commenced at 
St. Helens, Lancashire, England, 
the manufacture and_= sale of 
Beecham’'s Pills, At first the busi- 
ness was on a very small scale, 
Mr. Beecham selling the pills 
from a stall in the market place. 
It might be said that he made his 
fortune out of a phrase. One day 
he was standing at a street corner 
in St. Helens with a trayful of 
pills; a woman came up to him 
and said the pills had done her 
sO much good that they were 

“worth a guinea a box.” The 
phrase pleased Mr. Beecham and 
he adopted it. Twelve years ago, 
at a public gathering of journal- 
ists, Mr. Beecham stated that his 
firm spent $500,000 a year on ad- 
vertising. There are about 120 
employees at the St. Helens fac- 
tory, all of them men, and the 
majority lifelong servants. The 
firm has depots established in 
the Far East, in New York, Mel- 
bourne, and on the Continent. 
Recently one representative of the 
firm was taught Hindustani in 
order to conduct more efficiently 
the Indian trade. 
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WHEN THE PLUMBER 
SPEAKS, 


My! what an advertising propo- 
sition the retail plumber has—if 
he ever gets around to take it up 
in newspaper talks. 

So far he hasn't got around to 
any appreciable extent. Some- 
times he invests in a little news- 
paper space, and puts in a cata- 
logue cut of a closet—a diagram 
cut, a skeleton cross-section, full 
of the draughtsman’s arrows and 
key-letters, which means nothing 
whatever to the average reader. 
And when the plumber adds a few 
words to this technical exhibit, 
his language is a good deal like 
a cross-section, too. He con- 
fesses that he is a_ sanitary 
plumber, and says something 
about repairs, and gives his tele- 
phone number. 

When he really gets around to 
seriously talking about his craft, 
however, the plumber will prob- 
ably have more good arguments 
than any other man appealing to 
the public on retail lines. It takes 
big books to tell the whole story 
of modern plumbing and _ sanita- 
tion, and conditions differ .in each 
locality. 

The first thing he ought to 
swat, good and hard, once for all, 
is the ancient plumber joke about 
prices. He resents it every time 
he sees it in the newspaper funny 
column. If he advertised more, 
perhaps the newspaper editor 
would form a combination to kill 
that joke whenever it appeared. 
But even if he didn't, the plumber 
could easily kill it as far as his 
own business is concerned by 
demonstrations that good plumb- 
ing is worth all the public pays 
for it. He could talk about the 
difference between little flimsy 
lead pipe, for instance, and the 
thick kind that can hardly be 
broken even by  freezing—that 
simply lets out a notch or two 
under inward pressure, That kind 
costs more per foot. But it saves 
many times its cost, usually, in a 
cold snap, by preventing ruin of 
plaster-work, wall-coverings, car- 
pets. Then there are the differ- 
ent kinds of bath tubs, and water 
fixtures, and gas chandeliers, and 
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what not. Some of them are so 
flimsy as to be not worth putting 
up, while others, the quality kind, 
outlast a house. When the pub- 
lic knows what value is in plumb- 
ing, and how a little extra ex- 
penditure for good workmanship 
during installation is going to 
save big repair bills in the future, 
it will forget the plumber joke, 
and be willing to pay a reason- 
able charge for the work of a 
real plumber—the man who can 
wipe a joint, instead of the grad- 
uate of a correspondence school 
of plumbing. 

Then, think of the wonderful 
advertising stories there are lock- 
ed up in the big books on sani- 
tary engineering. Think of the 
remarkable advances that have 
been made in this field the past 
fitteen years by scientists, engi- 
neers, manufacturers and working 
plumbers. How little the public 
knows about it all. And how 
simple the whole thing is, funda- 
mentally. There may be com- 
plexities, to be sure, when it 
comes to working out a modern 
sanitation plant in detail. But the 
reasons, the why and wherefore, 
are as simple as A B C, and ev- 
ery one of them means comfort, 
and health, and protection to the 
family for whom it is installed. 

How many  property-owners 
know the different schemes there 
are nowadays to get a supply of 
hot water? 

How many know the different 
methods of drainage and sewage 
disposal? 

How many know the different 
stunts to get a pure, constant 
water supply in the suburbs or 
country away from city mains? 

How many know the compara- 
tive merits and uses of different 
systems of heating; or when a 
house has been properly safe- 
guarded with vent pipes; or what 
a trap does, and the different 
kinds; or what varieties of closet 
there are, and the service they 
perform? Who knows very much 
about filtration devices, or water- 
softening plants, or laundry con- 
veniences ? 

These things can all be taken 
up in simple newspaper talks, and 
explained from the standpoint of 





32 


cost and service rendered by each 
kind of device. They can be 
taken up in connection with local 
plumbing problems, such as 
doubtful character of the city 
water supply, or kind of soil that 
is encountered where cess-pools 
must be installed, or the sort of 
pipe needed to ensure drinking 
and cooking water free from 
harmful metal ingredients, or the 
price of coal, the price of gas, 
the price of electric current, and 
what not. Every plumber of ex- 
perience has information buried 
in his bosom concerning local 
conditions that is not only inter- 
esting, but which actually means 
life and health to every person 
who lives in his community. He 
ought to take the public into his 
confidence. He ought to show 
householders what true economy 
and comfort and security are in 
plumbing. He ought to talk to 
landlords on the commercial pos- 
sibilities of attractive and safe 
sanitary fixtures in flats, apart- 
ments, office buildings, hotels, 


theaters and similar buildings. It 
is the easiest thing in the world 


to demonstrate that a wise invest- 
ment in such fixtures pays a good 
return in increased rent. The 
real estate agent is awake to this, 
if the plumber isn’t, for he long 
ago learned that the kitchen and 
bath-room sell the house, and that 
it pays to save money on other 
rooms for the sake of showy tile 
and fixtures. 

The advertising plumber, too, 
will talk to good purpose about 
his repair service. Modern Sani- 
tation, the bright little organ of 
the Standard Sanitary Mfg. Co., 
Pittsburg, relates an instance of 
a plumber who was called up on 
Sunday at his home and asked to 
help a householder out of trouble 
with a bursted water pipe. The 
plumber responded in kid gloves, 
shutting off the water until re- 
pairs could be made on Monday. 
This slight service led to a large 
installation contract. But the 
modern plumber ought to go 
further than that in his repair 
service, particularly in winter 
months. He ought to have a day 
and night service, if possible, and 
be as ready and accessible as the 
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doctor—he is just as badly needed 
in emergencies. And he ought to 
tell the public about this emerg- 
ency service. It could be m ade 
one of the biggest feeders for “his 
installation business. 

The advertising plumber, too, 
will talk of antiquated fixtures, 
Heaven only knows how many of 
them there are in his town, and few 
realize what a large proportion 
could be ripped out to-morrow by 
proper advertising. A little scar 
advertising is needed maccbene. 
thing in the shape of talks that 
will show people they are practi- 
cally living over a cess-pool as 
long as they cling to antiquated 
plumbing. The right kind of 
newspaper talk, backed up with 
some special offer, would bring 
dozens of these folks to the sur- 
face, and make them good live 
prospects to work upon with mail 
literature and personal _ solicita- 
tion. 

He may talk about still another 
feature of his business for which 
he pays a heavy tax in money 
time and study—namely, the legal 
restrictions under which he works, 
and the examinations he and his 
employees have to submit to. 
These are a safeguard to the pub- 
lic, and an insurance against 
scamped work. But the public 
really knows little about them, 
and should be told. 

The plumber cannot be scolded 
for his lack of enterprise in the 
matter of advertising. For he 
unquestionably spends money on 
a rather liberal scale already, and 
stimulated by some of the manu- 
facturers of supplies, has in the 
past few years made great ad- 
vances in selling his services and 
displaying his goods. But it must 
be admitted that, in comparison 
with other retailers, his adver- 
tising makes no very distinct im- 
pression. He has thus far been 
content to confine his announc: 
ments to a plain business card. 

What is needed now is more iv- 
formation inhis advertising. With 
all the subjects and devices, the 
methods and different qualities of 
fixtures, that he has to talk abou . 
advertising for him should be of 
the most vital interest to his pub- 
lic, His calling is second to no 
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other in promoting the safety and 
comfort of the public, but at the 
same time that very public, if it is 
going to realize the highest good 
he can perform for it, must be 
educated along the lines of mod- 
ern sanitary science. It is his 
duty to be an educator, and there- 


in lies both the reason for and 
the method of his advertising. 


jae 3 a 
FRONT-DOOR_ CIRCULAR- 
IZING 


How many firms with delivery 
service in New York City get 
iheir goods into the front doors of 
apartment houses? 

Very few, they say. Tiffany 
does, and some of the high-class 
dry goods stores and florists with 
fne wagons and _ well-groomed, 
uniformed drivers. But for the 
others, there is only the shrill 
“§-s-s-s-t” of the janitor, and an 
enforced delivery through dumb- 
waiters in the rear. Which means, 
of course, that the goods go 
through servants’ hands. 

This front and back door busi- 
ness became very interesting not 
long ago to an advertising agency 
that had some fine circulars to de- 
liver on behalf of an architectural 
house which was hunting new 
business by direct circularization, 
The circulars cost thirty-six cents 
apiece to print, wrap and deliver. 
As postage came too high, they 
were turned over to one of the 
package delivery concerns in Man- 
hattan that handles such matter, 
so much per piece, returning a re- 
ceipt for each piece. This com- 
pany did its work faithfully. But 
it was subsequently learned that 
between five and ten per cent of 
the circulars never reached the 
persons to whom they were ad- 
dressed. In the more costly apart- 
ment houses, where the best 
classes of prospects lived, the de- 
livery company's men, being not 
too well dressed, were chased back 
to the rear and forced to deliver 
to servants. The latter signed, 
an’ then opened the package, and 
seeing that it was a circular, prob- 
ably threw it away or forgot it. 
Av investigation followed, and 
this peculiar condition of front- 
door and back-door deliveries was 
brought to the surface. 
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Ten per cent of missed hits is 
too many where each piece of ad- 
vertising costs thirty-six cents. 

This agency now plans to de- 
liver a second batch of circulars 
through its own messengers, and 
the latter are to be uniformed in 
such a way that there will be no 
question about their gaining ad- 
mission to the front doors of 
apartments. All these circulars, it 
must be understood, are sent out 
personally addressed to _ those 
whom it is desired to reach, so 
that when the messenger deliver- 
ing is presentable, there can be no 
question as to his right to find the 
person for whom the circular is 
intended. 

Still another course might be 
followed by this agency—one that 
would doubtless be cheaper than 
fitting out its own messengers. 
Not all advertisers know that the 
Western Union Telegraph Com- 
pany makes a specialty of circular 
and sample deliveries through uni- 
formed messengers all over the 
United States. In 30,000 offices its 
messengers are busy only three or 
four hours daily, during the rush 
period. To make the organization 
productive during slack hours, the 
company began some years ago ac- 
cepting addressed samples, bulky 
newspaper and trade journal ship- 
ments, etc., for delivery at rates 
far below those of the express 
companies, and in many cases even 
lower than postal rates. Where a 
sample is sent. it can be accom- 
panied by a personal letter, and in 
some instances the company ac- 
cepts a large consignment of sam- 
ples for a pharmaceutical or manu- 
facturing house, ships them in 
bulk by freight or express to 
specified cities, and then addresses 
them individually upon order from 
the owner, taking names and ad- 
dresses by wire. But the prime 
advantage of this service to the 
advertiser is, that deliveries are 
made by the same uniformed mes- 
sengers who deliver telegrams, 
and in the same way, so that there 
is never any question as to ability 
to reach people through the front 
door. 

eS 

Some of us 2: trying to hatch out 
results from a lot of china eggs.— 
Exchange. 
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SUBSTITUTION—THE DEAL- 
ERS’ SIDE OF IT. 


While the present anti-substitu- 
tion campaign—now being con- 
ducted by the majority of the 
magazines—is at its height, it 
seems only fair and just to pre- 
sent the real cause of the “evil” 
and to point out an effective 
remedy. 

The majority of retailers do 
not substitute, simply from a de- 
sire to be obstinate or contrary— 
they do it in order to make a pro- 
fit that will enable them to make 
a living. 

This is particularly true of the 
smaller dealers. Competition has, 
in most cases, forced the price of 
advertised articles down until the 
margin of profit is at'a minimum. 

The manufacturer must have 
his profit, the jobber his, the 
wholesaler his; and when it final- 
ly comes down to the little re- 
tailer there is very little left. 
Consequently, when the price is 
cut until there is but a bare mar- 
gin of profit, he substitutes an ar- 
ticle that offers him a larger re- 
turn. 

As an example of this let me 
quote the words of a retail drug- 
gist. “Here,” said he, “is a very 
well-known brand of ‘liver pills. 
They cost me seven cents a bottle 
and the big fellows like —— have 
pushed the price down so that I 
am forced to sell them at eight 
cents, although the regular retail 
price is ten. Now here is a brand 
of my own—the style of the pack. 
age is the same—it contains the 
same number of pills, and I know 
that they are every bit as good as 
the other brand. These cost me 
four cents and I can‘sell at eight 
or even seven and make a good 
profit.” 

In fact, the whole trouble lies 
in the fact that the larger houses, 
buying in larger quantities, turn 
their money over more _ rapidly 
and consequently can afford to 
cut the price. 

One manufacturer has suggest- 
ed, as a remedy, that a graduated 
scale of prices would end the 
trouble, but by this plan the small 
dealer would still pay a higher 
price for his goods than the big 
fellow, who buys in iarger quan- 


PRINTERS’ 


INK. 


tities. Nor will the efforts of 
magazines put a stop to the prac. 
tice. The dealer generally has a 
very strong influence over his 
customers — stronger, perhaps, 
than the manufacturer realizes, 

A woman ustally buys 
one dealer; she knows him: 
knows her, and she feels at home 
in his store. She has read in the 
papers or magazines of a new ar. 
ticle and decides to try it. She 
asks her dealer for it, but unless 
he is making a fair profit he will 
recommend some other article of 
the same class, on which he can 
make a little more money. Some- 
times the customer is satislied: 
generally she is not, and conse- 
quently her desire for that par. 
ticular article is killed. 

Briefly, the cause of the whole 
trouble is the desire of the small 
retailer to make a living. He must 
fill the wants of his customers 
and he must do it at a’ profit or 
fail. Therefore he substitutes, 

But the remedy. It is simple 
and lies with the manufacturer 
entirely. It may require some 
courage; he may lose some trade 
at the outset, but he will more 
than regain it by forcing these 
parasitical imitations from the 
market. 

Let ‘every manufacturer set a 
minimum retail selling price and 
let him see to it that this price is 
maintained. 

Let him advertise this price and 
print it on his labels until the 
public has become familiar with 
it, and let’ him refuse to sell to 
any dealer who cuts. this price. 

Let him advertise quality. 

Let him explain why his goods 
are best—let him once gain the 
confidence of the buying public 
and the good will of the dealer 
and he will not be troubled by 
substitution. 

Such a move may seem too 
radical--some may doubt its effi- 
ciency—but it has been proved 
beyond a doubt that it is effective. 

If the manufacturer will pro- 
tect the retailer from himself, the 
practice of substituting will cease. 

RUSSELL Gray. 
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Tue rapidly growing circulations of 
papers that reach the farmer indicate 


that this particular individual ‘ows 


how to read.—E-xchange. 
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HOW IT’S DONE. 


This advertisement, occupying 
half-pages in prominent maga- 
zines for several months, has been 
productive of much joy among 

s, The critic who can’t say 


terest in lif 


Little re- 


Schoolmaster 
facturing Company what policy 
lay behind this unique copy, and 
how it was written, and whether 
it paid. In reply, W. P. Harrison 
said : 

“True, as you say, our adver- 
tising seems different from the 
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where no other advertiser dare 
follow. The final result isa dream 
of some kind, and_ being obliged 
to advertise, we print the dream.” 
This style of copy may look 
somewhat unconventional at first 
sight. When it is examined from 


> the standpoint of force and horse- 


sense, however, it does not appear 
so dream-like or woozy. It is 
certainly impressionistic in the 
vivid way it paints the blessings 
that follow upon the purchase of a 
Harrison washing machine. But 
it isn’t obscure. Some advertis- 
ers believe in brevity. This ad- 
vertisement’s statements are sharp- 
ly condensed. Other advertisers 
believe in telling the whole story, 
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URRISON oe 00. 1 Harrison Building, Cincinnati, 0.. 





regular. If there is any so-called 
expert who has not criticised our 
advertising, we have yet to hear 
of the man. You ask how we 
came {o hit on such a method of 
telling our story. When we tell 
you about our adwriter you will 
understand all. Our man, who 
Writes for Gray & Co., Harrison 
Mfg. Co. and the World Mfg. 
Co, was born the same as other 
people, but received no training, 
never taught any trade or profes- 
sion, ie simply grew up. When 
we want advertising matter he 
oils his wheels, gets up a brain- 
storm, and lunges into the woods 


no matter how many words it 
takes. This advertisement tells 
the whole story, and few writers 
crowd as many words into a 
magazine half-page. Some critics 
advise the use of display. This 
advertisement contains liberal dis- 
play. Others advise telling the 
story in straight narrative. This 
advertisement contains - a good 
deal of that. It also contains pic- 
tures, and two or three different 
kinds of offers. It invites the 
reader to send for something, and 
thus opens up the way for direct 
business relations. 

After the critics have all had 
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their laugh, and the engraving 
houses have made a mint of 
money reproducing this ad for 
the pages of sarcastic advertising 
journals, the fact remains that it 
continues to be printed in costly 
magazine space month after 
month, and that the house that 
puts it out has been conspicuously 
successful in selling a half-dozen 
different lines of goods by ad- 
vertising along pretty much the 
same lines. It may be true, as 
Mr. Harrison says, that his copy 
genius lunges in where no other 
advertiser dare follow. There are 
undoubtedly a good many adver- 
tisers, however, who ifthey might 
not care to follow in style of 
copy, would yet be mighty glad 
to follow in the results brought 
by this amusing announcement. 
And after one has decided that it 
is laughable, the question still re- 
mains, “Who is the laugh on?” 
$$$ 
“WOMAN’S MAGAZINE.” 
St. Louis, April 25, 1907. 

Editor of Printers’ INK: 

Owing to our controversy with the 
Postoffice Department we have decided 
to suspend publication of the Woman's 
Magazine after May issue and_ the 
Woman’s Farm Journal after April is- 
sue, and we expect to resume publica- 
tion of both papers with the October, 
1907, issues. In the meantime, our 
cases will be tried on their merits (for 
the first time), and in. view of the 
facts that will be brought out by the 
evidence, we do not see how anything 
but a decision favorable to us can be 
rendered. 

As you have no doubt followed the 
progress of our difficulties with the 
Postoffice Department, you must have 
noted that previous decisions have been 
based on technicalities—the Postoffice 
Department being careful to avoid ev- 
ery real point at issue. The ruling 
against the Woman’s Magazine and the 
unsatisfactory. decision on the Wom- 
an’s Farm Journal involved tremend- 
ous publishing interests and, naturally, 
we are going to fight this matter to 
the last ditch. The litigation will prob- 
ably spread over all the Summer months, 
and in the meantime we will suspend 
publication pending outcome of our 
cases on their merits, which we cannot 
believe will be anything but an ulti- 
mate and decisive victory. 

The recent decision of the Postoffice 
Department naturally raises a question 
in regard to circulation of our two 
papers commencing with the April is- 
sues, which were the first affected, and 
we are giving you below pertinent facts 
that are of interest to advertisers: 

The press run of April issue of the 
Woman’s Magazine was 1,110,000 cop- 
ies and the mailings covered by weight 
tickets were 1,059,874 copies. In other 
words, sixty-six and two-thirds per 


amount paid us. 
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cent of the guaranteed 1,500,000 copies 
were actually circulated, and all ad. 
vertisers and advertising agents repre. 
sented with copy in April Woman; 
Magazine were refunded thirty-three 
and one-third per cent of the amount 
paid us. 

For April Woman’s Farm Journy 
the press run was 335,000 copics and 
mailings covered by weight tickets were 
303,861 copies. This means that on 
April Woman’s Farm Journal w» 
ually circulated fifty per cent of 
600,000 copies guaranteed, and 
tisers and advertising agents are here- 
fore being rebated fifty per cent of the 
z In the case of April 
issue of both our publications we gave 
a little more than full measure, as you 
will note from the figures. For the 
May issue of the Woman’s Magazine~ 
mailings of which have not been com- 
pleted—the number of copies actually 
circulated will be approximately 1,000, 
ooo——about the same number as for 
April. Advertisers and advertising 
agents with business in May Womans 
Magazine will be refunded thirty-three 
and one-half per cent of the amount 
charged them on basis of a circulation 
of 1,500,000 copies. In fact, when we 
billed out for service in the May 
Woman’s Magazine we marked _ the 
bills for a reduction of thirty-three and 
one-third per cent. There are no 
further issues of the Woman’s Farm 
Journal after the April issue until 
early fall. 

We, of course, regret exceedingly the 
present conditions, which are deplor- 
able to say the least, and only em- 
phasize to those who have followed 
our cases the persistent persecution 
meted out to us at the hands of the 
Postoffice Department. 

Yours truly, 

THe Lewis PvuBLISHING CompPaANy, 
A. P. Coakley, Adv. Mgr. 
——_ ++ 

EASY AS DIVIDENDS. 


An advertisement of shares in a 
Chicago to New York air line elec- 
tric line has a picture showing the 
“loading of ties for construction of 
the line,” in which men are shown 
jauntil carrying on their shoulders 
seven-foot ties up gang-ways into box 
cars. The artist who drew it was 
probably not aware that the ordinary 
oak ties such as the Lake Shore uses 
on right .of way range from 200 to 
400 pounds, and that never less than 
two and generally four men are as 
signed the task of carrying one. But 
perhaps the air line ties are inflated— 
Commercial Union. 


lied lipieinktints 
CATCHING UP. 


MILts MANUFACTURING 
CoMPANY, 

New Haven Mitts, Vt., Apr. 20, 1907. 
Editor of Printers’ INK: 

Dear Str—We are not in the same 
class with a good many of you: read: 
ers who. “could not live” without 
Printers’ INK, yet we believe we lost 
a whole lot by not having it eavlier in 
life; our recent subscription fr four 
years indicates our appreciation of the 
journal. Yours truly, 

New Haven Mitts Mrc. Co 


New Haven 
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Similar Experience 


In one of the suburbs of Greater New York (Flatbush) there is a cash 
with order meat market, and every time | have occasion to pass the 
place it recalls my experience in the ink business. This butcher started 
in a community where the residents never thought of paying cash for 
their meat supply, and consequently his progress was rather slow at 
first. He kept plodding along, sticking to his rule of cash in advance, 
and it made no difference whether the customer owned his own house 
or lived in an humble shanty, he had to plank down the money before 
the butcher boy released his hold on the package of meat. He now 
runs twenty delivery wagons, while his most prosperous competitor can 
not find use for more than two. In the fourteen years I have been in 
the ink business, wealth nor prestige have never induced me to falter 
in my rule of cash in advance. Concerns that were worth dollars to my 
pennies tested me by sending orders without the money, and I[ returned 
them with a polite note stating that my terms were alike to all. When 
my inks are not found satisfactory, I offer no excuses, but refund the 
money, also the transportation charges. 





Send for my sample book and price list. Address 


PRINTERS INK JONSON, 


17 Spruce Sta, New York. 
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tc ROGERS & BRO. Ad. 


(TRADE MARK) 


SPOONS, FORHS, HNIVES, ETC. 
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The “Star’’ brand is one of the best known in the market, established more than fifty 

years. Ask for ‘Proposition A.’’ Every article bearing the above trade mark is 

nade and guaranteed by 

ROGERS @ BROTHER, Waterbury, Conn. 
INTERNATIONAL SILVER CO., Successor, 
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WATCH IT GROW 








has passed the 400,000 population mark, and _ is 
racing for the half-million turning point. No city 
is making more rapid progress. The 


FREE PRESS 


is the only morning newspaper in this wonderful 
city. It maintains its position by right of merit. 
Look over the paper and you will know why. _ It 
is growing faster than any paper in the Middle 


West. 
DAILY SUNDAY 


Average Circulation for January. 48,889 59,137 
Average Circulation for February 49,589 60,067 
Average Circulation for March.. 50,702 60,582 


Three Months Average 49,732 59,903 


Average delivery in Detroit and 
suburbs 38,817 
Average outside of Detroit 22,529 21,086 


Any interested person may check these figures by a visit to the office of 
the Detroit ‘Free Press. : 
If any other morning paper in Michigan claims a larger circulation 


ASK TO SEE THE BOOKS 


The Free Press has the only exclusive circula- 
tion in Detroit. More than 90 per cent of its 
readers cannot be reached by any other medium. 


HAND, KNOX & CONE CO. 


Foreign Representatives 
Brunswick Building, NEW YORK Boyce Building, CHICA(:0 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


INK WILL ASCEIVE, 


41 UNION SQUARE.N.Y. 


PREE OF CHARGES 


Scasticism OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 


This advertisement of the 
Hamilton Carpet and Curtain 
Company might—so far as_ the 
illustration is concerned—adver- 
tise stair carpets, sofa cushions, 
pictures, chairs, tables, or lamps, 
but as a matter of fact, it is in- 
tended to advertise curtains. 

If a prospective buyer of cur- 
tains were to visit the Hamilton 
Carpet and Curtain Company, and 
some clerk should show hima lot 
of stair carpet, cushions, tables, 


chairs, etc., that particular clerk 
would be “fired’’ so quickly that it 


i 
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- give a house an “up-to-date ’”’ look. 

__ Modernize yours this Spring with hang- 

ings selected ‘from our 1903 line of curtains 

and portieres. Attractive Swiss and net cur- 

tains, lace ones in all grades, portieres of pictu- 

resque stuffs, novelties in door curtains—everything, 

in fact, new and desirable in curtains and shades at 
irresistible prices. We'll prove that if 


We curtain your house—You save money 


Send 10 cts. (postage) for our handsome pattern 
book in full colors. Contains exact reproductions 

ot cua ane “yphaeaes of every style, also 2 
complete line of carpets, rugs, etc., at a 
wholesale prices. § 


The Hamilton Carpet & 
Curtain Co., Dist. 18, 
Columbus, Ohio 














would take him several days to 
figure out just what happened to 
him. Yet these people do in their 
advertising precisely what they 
would discharge an employee for 
doing, and buy expensive space in 
which to do it. 

In the illustration marked “No, 


2” we have a curtain and nothing 
else except the figure of a woman 
to attract attention, and just 
enough other detail to give the 
woman something to sit on. The 








‘ DAINTY CURTAINS 


8 





result is attractive and clean cut, 
and is not burdened and cluttered 
up with a lot of things that are 
unnecessary, and therefore super- 
fluous. 

* * * 

Here is a half page advertise- 
ment of Crex Grass Carpets which 
has its merits and its faults. At 
the left is a harvesting scene, in 
the middle is a weaving machine, 
and at the right an interior of a 
home. This picture is supposed 
to show how Crex is harvested, 
how it is woven and how it is 
used in the home. 

Now it is obvious that the har- 
vesting scene is not interesting, 
nor useful; as the harvesters 
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might be reaping any kind of 
grass or grain. There is no par- 
ticular interest in the weaving 
scene, nor in the interior view. 
The latter does not and cannot 








SOLD WHEREVER CARPETS ARE SOLO 


AMERICAN GRASS TWINE CO., 
377 BROADWAY, NEW YORK ST PAUL, MINNESOTA 
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an illustration the principle whch 
it follows. This makes it an in. 
teresting advertisement, and one 
which attracts attention where an 
ordinary piece of Bicycle copy, 
even though more attractively 
gotten up, would fail to do so. 


* * * 


This Strathmore Parchment ad. 
vertisement is reproduced as an 
object lesson in the intelligent use 
of type. 

It will be noted that it is set in 
different sizes of the same face of 
type, and it is obvious that it is 














show the usefulness or superior- 
ity of Crex carpets and is there- 
fore practically a waste of space. 

The illustrations of an adver- 
tisement must be considered from 
the view-points of artistic beauty 
and advertising utility, and these 
illustrations do not measure up to 
even a reasonably high standard 
of either. 

Perhaps a cozy interior scene 
drawn so as to show up the 
beauty of the floor covering might 
be used to advantage, but the at- 
tempt to show the process of 
making a carpet from the raw 
material to the floor in-a half 
page magazine advertisement is a 
failure. 

* * * 


It seems good to see a Bicycle 
advertisement once in a_ while, 
even though it is not very good. 


IVER JOHNSON 


TRUSS BRIDGE BICYCLE 








The Iver Johnson advertisement 
shown here is not a particularly 
attractive thing to look at, but it 
has its merits. It is devoted al- 
most solely to the exploitation of 
one point—the strength and rig- 
idity of the frame—and shows by 


A Distinguished Paper for Business Correspondence 
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much more striking, attractive 
and dignified than if it were set 
in two or three different kinds of 
type. It is evidently the result of 
thought and skill. It is well bal- 
anced, extremely agreeable to the 
eye and sure to create a favorable 
impression. 
—— 


OVERDRAWN BOOK ADVERTISE- 
MENTS. 


Just as books are killed by being in- 
sufficiently advertised, so also are their 
prospects of success irretrievably in- 
jured by going to the other extreme 
and blatantly claiming for them all 
sorts of qualities which they do not 
possess. Certain third-rate firms are 
notorious offenders in this respect. The 
sort of announcement they put for- 
ward is as follows: 

“Brown’s Books 
Brightest! When you ask _ for 
see that you get them. Observe 
name on the cover, and refuse a! 
itations.” 

This is merely vulgar and invariably 
defeats its own object, since it di:gusts 
readers who might otherwise be t:mpt- 
= to buy.—Advertising World, Lon- 
on. 
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A PROGRAMME NOVELTY. 
“Philadelphia may be called _ slow, 
but she’s away ahead of New York in 
some respects,” said a _ theatergoer. 
“One of. the vaudeville playhouses 
there runs a lost and found column in 
its programme and it’s an idea_ that 
might well be followed here. It is 
much more interesting reading than 
come of the jokes that are used for 
fillers. A list recently published shows 
that the finds included a diary, a set 
of lady’s false teeth, a pipe, two pairs 
of children’s shoes, an undertaker’s 
memorandum book, a silk skull cap and 
a brass chain and eye _ bolt.”—New 
York Sun. 


——__ +++ 

Tuat religion is in demand, and can 
be advertised successfully, was demon- 
strated during Lent by St. Peter’s 
Roman Catholic Church, in Barclay 
street, New York. A huge sign invit- 
ing Catholics and non-Catholics to 
enter was placed outside, and as this 
church is in the business district, em- 
phasis was put on the fact that noon- 
day service, beginning at 12.25, would 
be over by five minutes before one 
o'clock. Every seat was filled, and 
camp chairs had to be brought into the 
aisles. 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (200 lines) 
for each insertion, $10.40 a line per year. Fire 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
ond ten per cent on yearly contract paid 
wholly in advance. Ifa specified position is 
demanded for an advertisement,and granted, 


double price will be charged. : 
WANTS. 


ANTED—Tinotype composition. 20c. per 
1,000 ems, 8-point. KENTON REPUBLICAN 
cu., Kenton, Obio. 
Ww! L pay ten cents a copy for issues of Oct. 
8 and Dec. 19, 1906. Address, “J. G.,” 
Printers’ Ink Publishing Co., N. Y. 


I WRITE convincing, * reason-why”’ advertise- 
ments. Address H. P. THURLOW, Kditorial 
Dept. ‘ The World,” Park Row, New York City. 


B‘ )Y, experienced in owce, desires position in 
advertising department or agency, with 
chance for advancement. Typewriter. “B.M.,” 
Printers’ Ink. 


‘THE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


W ANTED—A\1 solicitor for advertising agency. 
Must have — “to develop” new ac- 
couvts. Good chance for right man. Address 
“C. U.,”" Printers’ Ink. 
N i \WSPAPER POSITLUNS open for advertising 
solicitors of successful experience. Straight 
salxvy propositions. Write for Booklet No. 
Fi\i'NALD’S NEWSPAPER MEN’S EXCHANGE 
(estrb. 1898), Springfield, Mass. 


Youre MAN (25) University graduate, with 
years of agency experience, in executive 
capacity, wants position in general agency or 
special representative’s office. Will accept good 
offer from advertising department of live maga- 
zine or newspaper. eferences gilt-edged. 
BRANDT, 1202 Dawson St., New York City. 


A* _established business in the Central States 
. issuing Farm Books and Newspapers re- 
quires capital for expansion and enlargement, 
and is particularly in need of the services of a 
Subscription Expert who can make a cash in- 
vestment. A great opportunity for a bright 

— _ Address “PUBLISHER,” care of 

rs’ Ink. 


__—_— MANAGER—Age 32. Ameri- 
can; married. Salary expected, $2,500— 
$3.500. 17 years’ experience in the newspaper 
business, having successfully worked his way 
through every department from “devil” to 
general manager. ishes to locate with large 
newspaper or publishing house in an official or 
semi-official capacity. References high-grade. 
Address T-4826 HAVGOODS, Park Bidg., Pitts- 
burg, Pa, 
ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for reaay positions at a weék and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500, The best 
clothing adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana exceeds eure. 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert. 471 Metropolitan Annex, New York. 


WP 4ASTED_ An all round job printer who can 
speciatize on display composition. Also 
one who can specialize on Colt Armory press 
work. High-grade men of good habits who are 
careful mechanics can secure good paying, per- 
manent positions in a clean up-to-date plant, 
pleasantly situated. Address ‘“‘S.,” Drawer P, 
Cuba, N. Y. 


¥ YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified co!- 
umns of PRINT«RS’ INK, the business journal for 
adve ee weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line. six wordsto the line. !’RINT- 
rrs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States, 





INTELLIGENT 
SERVICE 


of the one-man sort for you, at reasonable 
cost—just as you would do it yourself if you 
had the time and knowledge. Sensible ad- 
vertising for any business, with sellin 
force behind it. Catalogs and booklets o 
individuality, tinely printed with the ear- 
marks of the designer at his best— this from 
the workshops of 


THE CAMERON SELLING SERVICE 
78 Fifth Avenue, New York 











——_++—___— 
DIRECTORY OF NOVELTY MANU- 
FACTURERS. 





\\ ANTED—Advertising writer. C ica 

tion desired with capuble men who are ex- 
perienced in  eeeeren of advertising cay 
for zeneral advertising mey. Address TH": 
CR AMER-KRASSELT CO., Milwaukee, Wis. 

A\! ANTED—Partner in printing and publishin; 
¥ business; must have money to invest an 
be « practical printer, taking charge of manu- 
fa: (uring end, or good cor ndence mana; er; 
os my? selling end. Address “HOLZAPFEL,’ 

cone, Pa, 


66 4 DVERTISERS’ MAGAZINE”—Tae Wesr- 

‘ ERN MONTHLY should be read by every 
acvertiser and mail-order dealer. Best “School 
of \avertising” in existence. Trial subscription 
ten cents, Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas City, Mo. 


GENTS wanted to sell ad novelties, 25% com. 
3 les, 10c. J.C. KENYON. Uwego,N. Y. 


prexiom NOVELTIES—NOT JUNK! Circula- 


a 


tion Builders—Whoa! Back Up! For prem- 
iums consult THE NOVELTY NEWS, illustrated 
pare $1.00 a year. Sample copy, 10 cents. 
Suite “G.,” 95 Fifth Ave., Chicago, 


MAILING MACHINES 
NHE DICK MATCHLESS MAILER. lightest and 


quickest. Price ee. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo. N Y. 


BUSINESS CHANCES. 


pre stores and positions, U.S. or Canada, 
F. V. KNIES', Omaha, Neb., U.S.A. 
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HALF-TONES. 


Ww ane for proofs and. p and prices of 
ANDARD E ae 
Ave., and ib St., New York City. 


a copper half-tones, 1-col.. $1; 
rie OO., THE YOUNGSTOWN Re CEN: 
GRavin CO., Youngstown, Uhio. 


N XS EW wo R HALF-TONES. 
3x4, $1 ; 4x5, $1.60. 
Delvvatea: witen cash accompanies the order. 
fend for samples, 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


ALF-TONE or line productions. 10 gauere 
inches or smaller. delivered prepaid. 

6 or more. 50c. Caso with order. 

newevuper screens. Service day and nigbt. 

Write for circulars. References furnisbea. 

Newspaper process-engraver. ?#, O. Box 815, 

Philadelphia, a. 


alf- 
im oath 





ADVERTISEME NT CONSTR UCTORS. 


A™: ey ust a busy man"or do you do busi- 

ess? If the former, I can We ‘ou to = 
latter. I’ve helped others. “THE M BEHIND 
THE GUN,” Billings, M 


Y PROFITABLE- = TO-IT-IVE-NESS 

—you one a — yourself to a buying 
memory too consta 7! 

IF IT BE DO E DISCREETLY. 

Men who have neither time nor temper for 
long-winded dissertations will at least glance at 
= = bit of unusually attractive advertising 
r 

lam constantly making such little “‘soon-over” 
antidotes for oblivion, to slip into letters—AND 
foe ewes a —— y —_ you care to see a 
ot o 
No. 79. FRANCIS I. MAULE, 4 402 Sansom St.,Phila. 

———___ + - > —__—_. 


CARD INDEX SUPPLIES, 


G* ET prices on Stock Cards and Special Forms 
from manufacturers. Curds furnished for 
all — of cabinets. Special discounts to 


Pringn rade 
STANDAID INDEX CARD COMPANY, 
-709 Arch St.. Philadelphia, Pa. 
ADWRITING. 


RACTICAL ad_ writin; 


3. correspondence in- 
vited. GRIFFITH K. DICK, Evansville, Ina. 


ET me write strong nee for your ads, circu- 
Jars or pooklets, er 9s reasonable. 
CLARENCE BOSWORT Burlington, N. 


COIN MAILER, 
ER 1,000. For 6 coins $8. Any printing, 


COIN CARDS. 


$2. ACME GOIN CARRIERCO., Burlington,la. 
as 

PER 1,000. Less for more; any printi ne 

THE COIN WHATS Co.. Detroit, Mic. 


$3 
MEETI NGS. 


ye E annual meeting of ting of the : pocknebtore of 

the Ripans Chemical Compahy, for the elec- 
tion ot Directors and Inspectors of Election will 
be held in the office of the ge Chemical Com- 
pany, 10 Spruce St.,New York. on Monday. May 
13, 1907, at 12 o'clock noon. CHAS. H. THAYER, 
Vresident. 


++ 
ENGRAVING. | 


COX ENGRAVING CO. 


108 FULTON ST.NEW YO 
PHOTO ENGRAVING ,WO00D ENGRAVING 
DESIGNING PHOTOGRAPHING PRINTING 


BILLPOSTING AND DISTRIBUTING. 


19§ SUBORDINATE Associations, operated u 
der the National Associated Billposters ona 
Instributors of the U.S. and Can., conduct out- 
door advertising under a systematic result- 
progacing method which guarantees Advertisers 
pub bcity on @ reasonable schedule of rates. 
ERNARD, Secty., Rector Bidg., Chicago 


PRINTERS’ INK. 


PRINTERS. 


Wer oe. caepogees. booklets. circulars. acy, 
ail kinds, \\ rite for prices, THE 
BLAIR 1 PTG. "OU. 514 Main St.. Cincinnati. 0. 


—+o->-—_____— 
PRINTERS’ SUPPLIES. 


Gordon Press Motors 


Just perfected friction drive, variable speed, 
alternating and direct current Motors for Gor. 
don and Universal Presses. eee 100 to 3,00 
impressions per hour. Write for booklet “}P.”’ 

GUARANTEE ELECTRIC CoO., 


Chicago, Ill. 


SUPPLIES. 


D. WILSON PRINTING INK CO., Limited 
e of 17Spruce St., New York, sell more m: 1g: 
eatin cut inks than any other ink house in the 


"Special prices to cash buyers. 


R.PUBLISHER: You ought to have Bernard's 
Cold Water Paste in yourcirculation dep't 

for pasting mailing wrappers, No other yaste 
so clean, convenient and cheap. Sample Free, 
BERNARD, 609 Kector ‘Building, Chicago, Ill. 


A™ PRINTER can increase his income if he 

adds a Rubber Stamp Outfit to his plant. 
Our Vulcanizers for making Stamps are the best 
in the world. rice - ot e and get 
started at once. THE J. F + DORMAN COM- 
PANY, Ba.timore, Md. 





Let us send you a sample of our 


*“ESSO” 


ELECTROTYPERS’ MOLDING AND 
POLISHING GRAPHITE, 
Prices furnished gladly. 


THE S. OBERMAYER CO. 
Cincinnati Chicago Pittsburg 











ILLUSTRATORS AND ENGRAVERS} 


GATCHEL & MAN NING| 
DESIGNERS - ILLUSTRATORS - ENGRAVERS 


XS PHILADELPHIA Cl 
Vr » —) 


For CATALOGUES, ADVERTISEMENTS, Etc. 
——* us for the ‘ ‘plates’’ for one or more 
made for use on a type press. 





FOR SALE. 


ron SALE—Photo engraver has router, cabinet 
saw, on god pee for sale. Address Box 
“8..” Printers’ | 


VOR SALE Gow printing press; prints 4 or 5 
pages. r 6 column; at a low figure: in 
ciatlotiendetyye cute. *D. caret > rihters’ 11K 


EWSPAPER, P. printing and book-binding 

e Dail es) and weekly. Good 
Bi age and a Ad. Py maker. Address A \ 
+ ‘special Receiver, Daily’Review, Sistersvili e, 
yromaat SALE—Cottrell 2-rev, newspaper press and 
jases, with Dexter folder attached; w' ill 

rint. cut and fold 1,800 8-page, 7. papers pe! 
OUT; may be seen in operation or samples :f 
work mailed on request; reason for selling, heave 
insialled fast perfecting pan complete fold: r 
chases, overhead steam new oat t 


and new rollers. Address OSWEGO TIMI: 
uswego, N. Y. 


Col. 


te 
PATENTS. 
ATENTS that PROTE 


r3t ECT 

Our 8 books for Inventors mailed = eyed 

of 6 cts. stamps. RK. 8. & A. B. LACE 
Washington. Db. 0. Eatab. ina. 
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ADVERTISING AGENCIES, 


D A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 


pus IRELAND ADVERTISING AGENCY. 
Ww os for r Dverent — ere a ated Service. 
Stree 


LBERT FRANK & CU., 25 Broad Street. N. Y. 
— advertising’ Agents. Kstablisheu 

1872. Chieago. Boston. Philadelpbia. Advertis- 
ingof ail freds placed in every part of the world. 





PREMIUMS. 


M HOTSANDS of i itabl 
for publishers and « — —_ the foremost 

makers and — dealers in jewelry anc 

kindred lines. aoe pare list price illustrated 

catalogue. (@0) reatest book of its kind. 

Published annually, 35th issue now ready ; free. 

8. F. MYERS CO. 47w. and 49 Maiden Lane, N.Y. 





a 
ADVERTISIN:s MEDIA, 


Rss 1,200 homes in Troy and Central Miami 
Ohio, by using the REcorD. Only 

daily. Delivered directly to 800 homes in city 

alone. Read by women. Rate, 2-7c. line, net, 





The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Two Edi- 
tions Daily. 
The advertising medi 
the Calumet Region. Read by all the pros- 
rous business men and well-paid mechan- 
cs in what has been accepted as the 
“Logical Industrial Center of America.” 
Guaranteed circulation over 8,000 daily. 














PAPER, 
B BASSETT & SUTPHIN, 


62 Lafayette st.. New York Cit 
Coated paversa specialty. Diamond ‘Perfect. 
Write for high-grade catalogues. 
—— 


BOOKS. 


Forty Years an Advertising Agent 


BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as « real business force. 
The remainder of the edition \ see oe last 
year) is now offered forsale. About 600 es. 
5x8, set in long P ae, with man oo f-tone 
pervreite, Ch and gold, Price paid. 
HE PRINTERS’ INK PUBLISHING CO, 10 
Spruce St., New York. 


STEREOTYPE OUTFITS. 


Cow simplex make Ook Singh outfits. No heat- 
/ ing of 75 in the Cold Simplex seorecerping 
Process, Huber or oklet for two 

a oe 8. Keane 240 East 33d Street, 
ew 


——__+o> — —— 
POSTAGE STAMPS, 


1 at 3 off. unused. U. S.; .d. RE. 
RSER, 2404 Milwaukee Ave. ‘chicago, Ih. 
———~SPo— 


PUBLISHING a OPPORTUNI- 


LA hl HE very best w. 
ya q00d. publishing business 
a to ian me aa desires and resources, 
ly the situation for you. 
01 


thi 





Broker in Publishing Property, 
253 Broadway, New York. 


pemondecostyre “Auth 
LETTERS.' 

If ETTERS ee ~~ newspaper advertising 

4 wanted and to What have you to sell 


or what kind would = like to copy. FRANK 
E. SHILLING, Navarre, Ohio. 





Most Valuable 
Premium Coupons 
Ever Issued 


OUR new booklet gives details of adouble 
plan for increasing the sales of your prod- 
ucts through the giving of valuable 

remiums to BOTH the retailer who 
handles them and the consumer who uses 
them. It also explains WHY wecan con- 
duct your premium department much more 
cheaply than you can do it yourself. 

Our system is used and endorsed by 
hundreds of manufacturers -in all 
parts of the United States. 


Send for the Booklet To-day 
Manufacturers’ Trade-Mark Ass’n 
JOHN NEWTON PORTER, Pres. 


253 Broapway, New Yorn 
Dept. I 














We're not afraid to show you the good 
advertising qualities in Herrick’s one 
and two-color cuts, Ask on your busi- 
ness letter-head for a complimentary 
copy of the Herrick Cut Book. It will be 
sent provided you write before the 500 
special copies (which we’ve set aside for 
this offer) are gone. After that, the cost 
is 25 cents for the year’s numbers. 


THE HERRICK PRESS 
954 Fine Arts Bldg., Chicago 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ ‘NK are invited to send model advertisements, idzas for window 
cards or circulars, ind any other suzgestions for bettering this department. 





I. A. Marcus, 
Adwriter, Designer and 
lllustrator, 
Money In It When Marcus 

Writes the Ads. 

Cuicaco, IIl. 
Editor Ready Made Department: 

Dear Str—I would like to have your 
valued opinion upon the enclosed cir- 
culars, also what you think of my 
letter-head. 

Thanking you in advance, from an 
appreciative subscriber of PRINTERS’ 
Ink, I remain, Yours respectfully, 

I. A. Marcus. 


High-class 
There’s 





Taking your letter-head first, I 
should say that you might easily 
improve it, In the first place, the 
hand that is emptying the purse 
and the hand that is catching the 
coins as they drop, seem to be- 
long to the same body, which I 
am sure is not the thought you 
intended to convey. This may 


easily be corrected by having one 


arm extend from the left and 
the other from the right, which 
would suggest that the one emp- 
tying the purse belongs to the cus- 
tomer, while the one receiving the 
“filthy” belongs to the seller, pre- 
sumably your client. In the sec- 
ond place, your catch-phrase, 
“There is money in it when Mar- 
cus writes the ads,” also fails to 
express your full meaning. The 
assumption is that there is money 
in that purse, whoever writes the 
ads, and the idea you seek to con- 
vey is that it is the Marcus brand 
of copy that loosens the strings 
and lets the money out; therefore 
it occurs to me that it would be 
better, by several degrees, to say, 
“Marcus ads are purse openers” 
—or something which will convey 
that idea much better than the 
phrase suggested, which should 
not be difficult to discover. Inthe 
third place, I would remove the 
horns that project from each side, 
or end, of the purse. Their only 
purpose is to balance the name 





“I. A, Marcus,” and their only 
effect is to hide the purse idea, 
which they did in my case until | 
had looked at the illustration the 
third or fourth time. Your cir- 
culars, in letter form, are strik- 
ing, but there is a break at the 
very beginning which will be 
sufficient to: “queer” you in some 
cases. The man whose tools are 
words is expected to handle those 
tools just as_ skillfully as the 
workman who uses tools. of 
metal, and when you say “I. 
A. Marcus, writer of adver- 
tisements that interest, turns in- 
terest into desire, turns desire in- 
to determination and sale con- 
summated” you show, at least, a 
careless handling of the tools 
which you claim to use in a 
masterly manner, Your first cir- 
cular may do very well to “break 
the ice,” but in the second, where 
you talk about ads of the “infor- 
mation-giving” kind, it would be 
well to give some specific infor- 
mation about yourself, the nature 
of the valuable experience which 
you claim to possess, etc. All 
three of the letters are sufficiently 
out of the ordinary to attract at- 
tention; it is only a question as 
to whether you have made good 
use of that attention. Personally, 
I find nothing) very convincing in 
any of them, except that you be- 
lieve in your own medicine and 
have the sense to employ a pretty 
good artist. 

P. §.—I have just discovered 
that both of the hands and arms 
are rather too symmetrical for 
male members, and would sug- 
gest that while it is most ap- 
propriate to show a feminine arm 
and hand in the act of dumping 
the coin, it might be better, in a 
case like this, to show a mascu- 
line palm in the act of catching 
at.. 
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Des Mornes, Ia. 
Editor Ready Made Department: 

Deak Sitr—You being an authority 
on all things pertaining to advertising, 
| take the liberty to ask your, opinion 
about my “folding lamp shade,” a hal 
size model of which I enclose, 

[ intend to print them with ads of 
merchants in country towns, or manu- 
facturers of goods desirable on farms, 
etc, the whole to be given or sent 
away by respective advertisers and 
having been placed upon a light to 
at as a “lighted sign. 

The standard size has 143 square 
inches space, i.e., a small eight-page 
booklet; but as a booklet is often 
thrown away, or in the best case read 
once or twice, this transparent ad 
would be in prominence daily for a 
few hours for a few months. 

A smaller size could be made for 
electric lights, for homes, offices, fac- 
tories, etc. 

The price of the standard size 2'%c. 
—se, according to quantity, smaller 
sizes less. 

Of course cuts, etc., 
if desired. 

Now I should like to have your frank 
opinion of that scheme, if it is not too 
much to ask, and with that opinion 
given, place me under an obligation. 

Yours truly, 
V. Freytac. 

General Delivery, Des Moines, Ia. 


could be used 





This wouldn't be a bad scheme, 
as a novelty, if the plain paper 
lamp shade were still in great de- 
mand “down on the farm.” I 
don't think it is. If I mistake not, 
the paper lamp shade like “barn- 
door” pants and “the pies like 
mother used to make,” has passed 
into history. The farmer of to- 
day, who is worth advertising to, 
uses a central-draft lamp with a 
porcelain shade, or some _ other 
well-advertised means for illumi- 
nation that puts the paper shade 
out of business. The comparison 
between the shade and the book- 
let won’t work out. The shade is 
no piace for extended argument 
or description. If it has any use 
at all it is as a display ad, with 
not more than a dozen or fifteen 
words on each side. 








Teach a Child the i 
Value of Coppers ! 


No child is too young to 
save Twenty Cents and open 
a life long account in 
THE CROWN BANK OF 

CANADA, 
34 King Street West. 











If More Lumber Dealers Would Aad- 


vertise Like This Instead of Printin 
a Business Card, More Lumber Deal- 
ers Would Get More Out of Ad- 
7 ‘ertising. 


$3.75 per M, 
For an Extra 


Cedar Shingle. 


Did your roof leak during 
the last rainstorm? If so 
you had better buy your 
shingles now while we are 
offering them at this low 
price; have a new, tight roof 
and save the expense of re- 
pairing the damage the next 
rainstorm might do to your 
ceilings, etc. 

Some people may tell that 
prices on lumber are _ high, 
but they probably get their 
ideas from the prices 
charged by other dealers, or 
from others who may have 
something else to sell you 
in the line of real estate. 
We are making attractive 
low prices all the time, and 
these shingles are being of- 
fered to you fifty cents per 
thousand less than they sold 
for in 1892. 


L. SWEET & CO., 
709 Harris Avenue, 
Near Broadway and Olney- 
ville Square, 
Providence, R. I. 





Makes a Point Not Often Thought of 
and Almost Never Appreciated. From 
the Washington (D. C.) Star. 





Eye-Strain 
Drains Vitality. 


You may be able to see 
with your glasses, but do 
they correct the strain? Are 
you wasting energy? 

The Kinsman Method of 
eye examination does not 
depend on your own judg- 
ment, and for this reason is 
commended by leading phy- 
sicians. 

EXTRACT FROM A PROMINENT 
JOURNAL: 

“W. G. Kinsman’s_phe- 
nomenal advancement in his 
vocation is such that he is 
among America’s leading op- 
ticians, although still a 
young man. He was the 
first Canadian elected an 
officer of the American As- 
sociation of Opticians, and 
has the largest exclusive op- 
tical patronage in Washing- 
ton. — Montreal Standard, 
Nov. 18, 1905. 

KiNSMAN, 
Eyesight Specialist, South 

Sid 
908 F. 

Washington, 
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Review Publishing Co., 
“Dairy ReEvIEw,” 
Six Evenings and Sunday Morning. 
Decatur, Illinois. 
Editor Ready Made Department: 

Dear Sir—We are sending you cop- 
ies of three ads which appeared in the 
Review last week, which attracted much 
attention and elicited favorable com- 
ment. Mr. Folrath is one of our lead- 
ing shoemen. His name was proposed 
as candidate for the Democratic ticket 
for nomination for Mayor of Decatur. 
He grasped the _-opportunity for a 
timely ad of his business. What do you 
think of. it? Yours very truly, 

Review PusiisHinc Co., 
D. C. Carter, Advertising Mer. 





The ads referred to occupieda 
half-page space each, and have the 
effect of having been written with 
a big black crayon or a marking 
brush. One of them reads like 
this: 





Run me for Mayor? 
NOT YET. 

I’ve trouble enough, the way it is. 
ote for me 

best shoeman— 


FOLRATH. 


as the 





Another reads like this: 





The small profit I make on my shoes 
does not warrant going into politics. 
aa 1930 I'll have enough—then 


1 run, 
FOLRATH. 





And the third reads thusly: 


If the people who wanted me to run 
for Mayor will come in and. buy a 
pair of shoe 





FOLRATH. 





It’s “different,” that’s certain. 
And it will make talk, but it seems 
to me that if I had been doing it, 
I should have used at least a third 
of the space for reasons why peo- 
ple should buy my _ shoes—de- 
scriptions, cuts and prices. I think 
that would have sold more shoes; 
for even those who wanted Mr. 
Folrath to run would probably 
want to be “shown” when it came 
to a question of giving up money 
for shoes. I believe it was good 
advertising, of the “general pub- 
licity” sort, but in retail adver- 
tising the general publicity should 
be a sort of by-product, direct 
results being the real and the first 
product—first, last and all the 
time. 
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A Good Scheme and a Headline Tha 
Tells What It Is. 


T 
Why Not Be 
Your Own 
Milliner ? 

Here’s all the accessories 
at most reasonable prices. 

Here are the _ flowers. 
Here are the ribbons. Here 
are the quills; the feathers, 
and here are the frames. 

Best of all helps—here 
are the ‘choicest of pattern 
hats for you to copy from- 
the - Parisian atterns and 
the just as delightful adap 
tations from our. own most 
capable New York work- 
rooms. 

What more will you need? 

Only the knack or know- 
how required to take these 
accessories and combine | 
them so they will be adapt- 
ed to your individuality and | 
yet conform to Fashion’s | 
rules for correctness. 








You | 
can buy any or all of these | 
things at most reasonable | 
prices, so why not make the | 
effort? 

If you are not satisfied | 
with the result you obtain, 
bring it back to us for the 
finishing touches or, you can 
choose the pattern you like, 
choose the materials and | 
leave the making to our ex- 
perts right here in the store, 
and have the expense as | 
small. or liberal as you 
choose—it will all depend 
on the quality of the materi- 
als you think you must 
have. 

We will have on sale to- 
day a most extensive assort- 
ment of the newest ideas in 
flowers, ribbons, etc., and | 
such frames as are used for 
the very latest and most 
popular~ hats. It is well 
worth your while to investi- 
gate this proposition. 


THE A.) B. CALDWELL 
COMPANY, 
Washington, Pa. 








Saying. to People Just What They Say 
hemselves Is a Pretty Good '‘'a 
to Get Them to AgreeWith You |i ‘en 


You Get Ready to Say Sometiiiz 
They Haven't Said to Themselis. 





Home! Sweet Home !! 

Better buy one and _ stop 
that aggravating rent pay- 
ment that comes on with a 
certainty—only equaled by 
death and taxes. I can 
show you how to manage it. 

Better come in and talk 
it over—talk is cheap. 


C. F. HILDRETH, 
Freeport, Ill, 
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“Rive to Ten Cents a Square Foot’’| Starts Like a Real .Estate Ad, But It 


ne That That 


Makes Land Seem 
Figure It Out, but 
Good Way to Put It. 


That’s a 


Cheap Till You 


Very 





Section III, 
Chevy Chase. 


Villa Sites of from % to 
4 acres special for 5c, to 
ioc. per square foot. 

The location of Section 
Ill, Chevy Chase, on the 
cast side of Conn. Ave., di- 
rectly opposite Chevy Chase 
Inn, is decidedly attractive 
and convenient. It is high 
and rolling without being 
hilly. It is the ideal section 
for suburban homes, and, 
being right in line with the 
growth of the city, this 
property is sure to, steadily 
increase in value, making it 

buy” for invest- 


5c. to 10c. per sq. ft. 
it is the cheapest property 
in the desirable northwest 
suburbs. 12 acres have al- 
ready been sold. 

You can pay $100 to $500 
cash, and the balance in 
small monthly payments. 

The property lies north- 
east of the intersection of 
3radley Lane and Conn. 
Avenue. 


THOS. J. FISHER & CO., 
Incorporated, 
1414 F St. N. W., 
Washington, D. C. 











How to Use This Department. 
Writes That the Headline 
Transplanted from a Lock 

Yale & Towne Mfg. Co.’s, 
Recently Appeared in 


The Man Who Wrote This Ad Knows 


He 
Was 


Ad of 
Which 
These Pages. 





Skeleton Keys 
Won’t Open 


They non-pickable 
bronze tumbler locks. 
Even if a man could get 
duplicate of your Safe 

Deposit key, it would do 
him no good. 

, it takes the Bank’s 
key as well as yours to open 
the safe; and the Bank will 
| not assist any but the right 
| person, or persons, to enter. 

You'll be surprised after 
sceing all this protection, to 
nd how little it costs for a 
ear, 


‘HE FIRST NATIONAL 
BANK 





United States Depositary, 


| N. E. Corner First and 
| Brown Streets, 
Napa, Cal. 


- 


Safe De- | 











Isn’t. Just a Plumbing Ad 


Brings Out. a Good Point Right at 


the Start. 


2. 





There Is a Big 
Demand For Rents 


WITH IMPROVEMENTS. 

If you want to have your 
house bring more rent put 
in modern plumbing. The 
cost will come back to you 
in short order, and prove 
the best kind of a_perma- 
nent inyestment. Get our 
estimate. 

If your own private home 
contains that antiquated old 
tub and wash bowl, do away 
with it and let us put in im- 
proved sanitary plumbing 
worthy of the times. 

Think of the comfort you 
can take any time you feel 
disposed when your bath- 
room is fitted up in modern 
style with a “Standard” 
Shower Apparatus—Porce- 
lain Enameled Tub—a Lava- 
tory and an _ Up-to-date 
Lowdown - Closet. 

At our price it won’t cost 
you much to install the 
above fixtures, 


THE HULL BROS CO, 
Danbury, Conn, 











Been No Less 
Few Descriptions and Prices. 
the Meridian (Miss.) Evening 


A Convincing Talk That Would Have 
Convincing With a 


From 
Star. 





If You 
Get It Here 
You're Sure. 


No matter what; no mat- 
ter when. 

Because if things look 
different when you get them 
home, tell us and we will 
make them right. 

Because if you change 
your mind we will change 
the goods. 

Because if you want what 
we do not have, we will get 
it for you. 

We hope you will get into 
the way of depending upon 
us for ALL- your jewelry re- 
quirements. 

You'll be the gainer if 
you do. 


MEYER & SCHAMBER 
JEWELRY CO., 


Meridian, Miss. 
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EVERY GARDEN MEANS 
A HOME 


That is why THe GARDEN MAGAZINE carried this month 72 per 
cent general advertising, although it is admittedly the best paying 
medium for horticultural class business. It is a// home circulation that 
THE GARDEN MAGAZINE sells. Every subscription goes to a garden 
owner, and garden owners are home owners. 

A single advertisement of the Atlas Portland Cement Co. in April 


GARDEN MAGAZINE 


brought 1,577 credited replies, which means that one out of every 31 
subscribers answered this single advertisement. It was a home-building 
advertisement, full of type. 

The explanation of this remarkable incident is found in the en- 
thusiasm and the personal interest of every reader for THE GARDEN 
MAGAZINE. People who make their gardens and beautify their homes 
with THE GARDEN MAGAZINE as their guide, study it carefully and 
almost affectionately every month. 


AN ADVERTISEMENT IN THE GARDEN MAGAZINE IS LIKE 
THE RECOMMENDATION OF AN INTIMATE FRIEND 








We will send copies to any advertiser upon request. 





Look at the summary on page 1o and see where 
Doubleday, Page & Company magazines stand. 
One has first place, and we expect first and 
second next month . 











COUNTRY LIFE THE WorLp's WoRK THE GARDEN 
IN AMERICA FARMING MAGAZINE 


DOUBLEDAY, PAGE & Co. NEw YORK. 


Western Office—1511 Heyworth Building, CHICAGO. 

















